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for more security, DEXLOCK has over 21,000 key changes 


Out of 21,000 Dexlock keys, only one will fit a 
particular Dexlock set. 

This extra margin of security is Dexter policy. The 
same policy specifies key cylinders of solid brass and 
inside parts of cold-rolled steel instead of die cast 
or powdered metal — and it means extra protection 
for Dexlock owners, extra assurance of satisfaction 
for builders and Dexlock dealers. 


DEXTER LOCK DIVISION 


Dexter Industries, Inc. — Grand Rapids, Mich. 
In Canada: Dexter Lock Canada Ltd., Galt, Ontario. 
In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V. 
Monterrey. Dexter locks are also manufactured in Sydney, 
Australia and Milan, Italy. 


BUY DEXTER 


























“EVERYTHING HINGES ON HAGER/.” 


C. Hager & Sons Hinge Mfg. Co. « St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 


Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 














November 23, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 91 on Handy Cover Card 
<—Circle No. 90 on Handy Cover Card 








NEW! 
TU: 
RANDOM 


fully-finished wood-grain paneling 
for random-effect walls in any room 


Even your most inexperienced home-handyman customer can install 

new Marlite Random Plank . . . and achieve dramatic results! It’s made 
for easy installation—!4” thick, 16” wide, edges tongued and grooved. 

It’s styled for modern beauty, too. Six completely new Trendwood 

finishes styled by American Color Trends, complement any room, any 
decor. Easy to care for? Of course. The melamine plastic finish needs no 
further painting or protection; resists stains and mars for years. 

Get the profitable details from your wholesaler, or write Marlite Division 
of Masonite Corporation, Dept. 1141, Dover, Ohio. 


14" thick tongued-and grooved Marlite plastic-finished ieee 


paneling goes up fast over 
furring strips or existing walls 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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WHAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 





Something to 
think about... 


¢ Building material wholesalers are the 
favorite whipping boys in the distribu- 
tion chain. Dealers, builders, manufac- 
turers, economists, professors, writers and 
even John Q. Public often take them to 
task for being the “men-in-the-middle.” 

Perhaps that is why so many whole- 
salers are forever defending themselves. 
At the slightest provocation they'll start 
justifying their “function” in distribu- 
_ and apologizing for real or imagined 
ills. 

That is why it is refreshing to come 
upon a wholesaler who exhibits not a 
single strain of guilt. 

One example is a Pennsylvania job- 
ber who honestly and openly sells to 
both retail dealers and to applicators. 
There’s not a defensive bone in his body 
and he’s developed one of the strongest 
dealer loyalties in the industry. His com- 
pany has increased its sales every year 
for 25 years and 1959 will not be an ex- 
ception. 

There’s a true story about this jobber 
which tells the reason why. It all started 
when a young man asked to be supplied 
with roofing materials to become an 
applicator. 

The neophtye was located in a town 
where the wholesaler regularly sold 
roofing materials to a lumber dealer. 
But the jobber went ahead and sold the 
young applicator anyway. It wasn’t long, 
of course, until the newcomer was 
making himself felt all over town. 

At this point the lumber dealer 
stormed into the jobber’s office, yelping 
like a coyote. The jobber calmed him 
down and then suggested that the best 
way to solve the problem was for the 
dealer to set up a roofing application 
department himself. The jobber talked 
about the profits from selling roofing as 
a package service. He offered to help the 
dealer procure a competent labor crew. 

The jobber knew that if an unknown 
youngster could succeed in the market, 
then it was a sure bet that the veteran 
and well-known lumber dealer could do 
the same with much less effort. 

Today the dealer sells more roofing 
than anybody in town and he has added 
other profitable home improvement 
services. You couldn’t find a more loyal 
jobber customer than this dealer. 

“If wholesalers would spend less time 
complaining and more time developing 
business for their customers, we'd all be 
better off,” said this jobber, as he planned 
another extension to his ever-expanding 

“ warehouse. : 
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There's a good reason why this is so. PENN- 
VERNON’s unusual smoothness, remarkable free- 
dom from distortion, and high resistance to 
abrasion are the result of PPG’s continuing 
research in sheet glass making. The glass is 
fire-finished and drawn vertically from molten 
glass to finished sheet; no rolls or foreign sub- 
stances touch the surface until it has been con- 
trol-cooled beyond danger of injury. This makes 


p 1 more th “window glass.” 
ENNVERNON /nore than just Window glass. 
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PENNVERNON, being completely transparent, 
provides clear, true vision. When you order 
glass for the window sash you make, or buy 
sash with glass already installed, ask for this 
“window glass at its best.” PENNVERNON is 
available through your Pittsburgh branch or 


distributor. Pittsburgh Plate Glass Company, 





632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 








PpennueRnon”. -.-not just window glass 


PAINTS * GLASS * CHEMICALS + BRUSHES «+ PLASTICS «+ FIBER GLASS 


TSBURGH rim = GLASS 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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PERSONAL VIEWPOINT 





Unions and Home Building 


Last week the Structural Clay Products Institute met at White Sulphur 
Springs, West Virginia, for their annual convention. This was a special 
occasion—the 25th anniversary of one of the most progressive national 
associations serving the building industry. We especially salute this group 
for their consistent apprenticeship program and determined efforts to 
promote new building techniques. 

Recently Doug Whitlock, chairman of the board of SCI, spoke to 
delegates of labor management, state and federal government training 
agencies in this manner: 

“Our main responsibilities until recently have been the supervision of 
apprentice training and the meeting of manpower needs. Now we must add 
the duty of keeping abreast of new technical developments . . . we must 
adopt new methods . . . new products to survive in the coming con- 
struction boom of the 1960's.” 

We are quoting Whitlock directly so you can clearly see just how far 
SCI is ahead of other associations representing competing materials. It 
explains, for example, the strong inroads of brick and tile in the residential 
market. 

By way of contrast, the wood and aluminum people have yet to make 
a determined start to coordinate their new developments with mechanics 
and others in the building field. 

Let’s turn to wood for a moment. Tremendous strides are being made 
in designing new trusses, wall units, floor panels and many other items. 
NLMA and mills are pressing both research and extensive promotion to 
the builder, architect and consumer. Yet the guy who works on the job 
site is often kept in ignorance, and frequently learns something new is at 
hand only when he reports to work with his tools. 

Introducing a new building technique without education of top union 
people at all levels is just plain ignorance. Each new method at the local 
level will always be accepted more <eadily if previously OK’d policy-wise 
by the higher ups. 

If we felt components of wood were just a flash-in-the-pan, we wouldn’t 
be quite so concerned. As it is, we believe NLMA and affiliated associa- 
tions have a big educational job to do, which now should be given top 
priority. 

Aluminum producers, too, are taking a lot for granted. Why should 
each individual dealer or contractor have to start from scratch, explaining 
the installation of siding or roofing to his crew? Why can’t there be 
education at the top, regionally, at city level and then down through 
apprentice programs? 

Both wood and aluminum producers have obligations which can’t be 
side-stepped. Run the national advertising, print literature by the millions 
of pieces, field thousands of salesmen, but let’s not overlook the nuts and 
bolts of this business. 


Not quite the same. 


Harry Golden, in his best-seller book “Only in America”, speaks of the 
cohesive society of Jewish people on New York’s East Side in the 1900's. 
As he puts it, “We were just one big-family”. 

All this is changed today. Education, the move to the suburbs, improved 
income, has blurred old loyalties. 

Something quite similar is happening to the retailing of lumber and 
building materials. Old friends who sat around for years discussing the 
price of lumber, now have less in common. 

We note a degree of specialization based on expediency and growing 
concern for the future role of lumber dealers in the economy. There’s 
more interest in components, kitchen specialty operations, cash and carry, 
new lines of goods. 

Few retailers plan complete specialization. Actually what happens is 
that at any one given time a dealer is often exploring a particular phase 
of the business for more sales. It may be garages now, a fast self-service 
program six months later. All of which means less uniformity in a 
dealer’s immediate objectives and somewhat one-sided conversations. 


Gordon J. Lawler 
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HOME BUILDERS WILL PUSH A NEW HOUSING BILL when Congress meets in January, 
1960 . . . « but it will be a half-hearted attempt. They know the days 
of easy money for home building are over .. . that the temper of legis- 
lators is critical, unfavorable at this time towards special help for the 
private residential market. 
Public housing and urban renewal, on the other hand, is expected to get 
the Red Carpet treatment. It will be a political year for one thing, but 
also there is growing awareness that housing in big cities is going to 
pot... that we face a housing shortage for low-income groups in the 
60's. Uncle Sam is about broke, but legislators plan to go a bit deeper 
into the red with more expenditures for slum clearance and more public 
housing, contrary to Administration wishes. There's going to be plenty 
of gravy when these ambitious programs begin to move. Enough profit in fact 
to move many a home builder into public housing and urban renewal. Sears, 
incidentally, has a free booklet on this subject. Write Urban Renewal 
Division, Sears, Roebuck & Co., 925 S. Homan Ave., Chicago 7, Ill. Send 25¢ 
and ask for "Citizens on Urban Renewal." 








SUBSTANTIAL WAGE INCREASES FOR STEEL WORKERS seem reasonable, based on the 
past history of steel settlements. We anticipate increased prices on all 
products using steel by year's end, if the economy remains healthy. We 
expect price jumps on metal building products, tools of all kinds and both 
household and builder's hardware. 


TRUSS FABRICATION BY DEALERS may become the first house component to achieve 
full-scale, mass production. Our field reporters say that literally hun- 
dreds of retailers are either making trusses or will shortly after the 
first of the year. A recent offering of a truss reprint by this magazine 
brought in over 400 qualified requests in a short period. New equipment, 
hardware and designs for trusses, are already available for interested 
dealers. We expect further improvements to properly serve a potential 
mass market. Every dealer we've talked to likes to sell trusses with 
their better markup than simple sticks of lumber. 





CONTROLLING WORKING CASH in small companies is the subject of a free govern- 
ment pamphlet. Write the nearest office of the Small Business Adminis- 
tration and ask for "Watch Your Cash." 


NAHB'S THIRD MARKETING CONFERENCE at the National Housing Center set a few 
records for challenging ideas . .. many of which could have a direct im- 
pact on the building material retailer and wholesaler. 

Both builders and producers ranted at length on the need for selling more 
quality homes. The term “distressed purchasers" emerged, meaning people 
who must have a home for shelter. This market will be serviced but builder 
Clayton Powell, Savannah, Ga., stated that future planning should be for 
"building better houses good enough to make people really want to buy. 

We need power brakes and push button steering in our houses, Powell said. 
Getting down to cases, both builders and manufacturers dreamed that new 
products and revolutionary building methods would solve the challenge of 
a quality house for less money. NAHB'S research director, Ralph Johnson, 
discussed more use of components, multi-purpose products, modular dimen- 
Sioning and mechanization, but stressed he felt the real future was for 
"entirely new products and their use in new structural systems." 














bining the heating plant, kitchen and bath, size about 10'xl16', which 
could be shipped anywhere by truck. He talked about "walls by the mile 
with window and door openings punched in, panelized floors and ceilings 
and a spray system for floor finishes and roofs." 
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FEATURE QUALITY AT LESS COST 





complete weather seal 


plus full five year guarantee 


Climate-proof weather seal! Another feature that pulls prospects. It’s standard 
equipment with Berry. Heavy-gauge steel across the top and on both sides. For 
the base—a special vinyl weather seal that won't crack, rot or freeze to ice. What's 
more—the complete Berry package includes all components necessary for installa- 
tion—nuts, bolts, track hangers and brackets. Installation’s easy. The price—low! 
And you're protected with a full five year guarantee, 


No wonder Berry outsells all other residential garage door manufacturers. One- 
piece or sectional models. See your distributor or write: Berry Door Corp., 2400 
E. Lincoln, Birmingham, Mich. In Canada: Berry Door Co., Ltd., Wingham, Ont. 
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BEST WAY TO STEP UP” SALES 


vality Hardware 


700 SERIES 


a 


500 
\y SERIES 


M-D MAIL BOXES 


Anodized Aluminum mail boxes in 400 
3 distinctive styles. Choice of 6 SERIES 
gorgeous color combinations. Never 

rust, tarnish or need polishing. 

FREE engraved name plate avail- 

able with every box. 


On %” doors, hanger RV-1 
with deep offset is used on 
front ponel. 


CL 


| 
— J 

On 1%” doors, hanger RV-1 

with the deep offset goes on 

back panel. 


M-D OT-400 REVERSIBLE 
SLIDING DOOR HARDWARE 


Saves time! Cuts installation costs! OT-400 hangers are 
used on either %” or 1%” doors just by reversing 
their positions. Sturdy extruded aluminum track with 
built-in no-jump feature. Cadmium steel hangers with 
silent nylon wheels. Tubular packaged sets for 3, 4, 
5, 6, and 8 Ft. lengths. 


\ i) 


BUILDERS | 


MACKLANBURG DUNCAN CO 





M-D Aluma-Slide 
SLIDING DOOR TRACK 


With new improved lower 
track, panels slide along on 
smooth ridges—not one flat 
surface. For any size cabi- 
net. Any panel material. 
Comes in decorative Ala- 
crome, Anodized Albras, 
Anodized Albright or Ano- 
dized Satin. Compeltely 
packaged sets. Holes drill- 
ed—screws furnished. 





Sets available for %”, 4%", %”, 2” or %” sliding 
panels of glass, plywood, masonite, etc. 


M-D 
FOLDING DOOR 
HARDWARE 














OPERATES 
SMOOTHLY 


Silent nylon bearing gliding 
in top quality extruded 
aluminum track assures effort- 
less, trouble-free operation. 


Here's hardware that can't be matched for ease-of- 
Operation, ease-of-installation! M-D Folding Door Hard- 
ware can be used on any interior door, on any thick- 
ness, for every opening! Gives full access to closets, 
yet seves valuable wall and floor space. 


DEALERS 
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M-D CLOSET RODS 


with Nylon Hanger-Glides 
for wall-to-wall mounting—Style No. EXC 


Handy M-D Nylon Hanger-Glides slide along the 
sturdy, extruded aluminum rod silently and smoothly— 
with just the flick of a finger. It means no more tug- 
ging and pulling for clothes. Neater closets. Come in 
4 different, beautiful, anodized finishes. Each package 
contains closet rod, hanger-glides, end brackets, screw: 
and instructions. 





M-D MOULDING AND TRIM 
All shapes available in Anodized finish 


Wide variety of shapes and sizes for all thicknesses of 
material. Available in permanent, high quality anodized 
aluminum finish—also furnished in polished aluminum, 
brass or stainless steel. Whether anodized or polished, 
the finish is unsurpassed in quality. Through constant 
checking and control, M-D produces a satiny anodized 
finish that is both beautiful and permanent. 





lis 3 
M-D CLOSET RODS 


with Nylon Hanger-Glides 

Shelf-Mounted. Style No. CRM 
Sturdy extruded aluminum is easily mounted under 
shelf. Comes in 4 attractive, anodized finishes. Smooth 
sliding Nylon Hanger-Glides are easily slipped into 
the mounted rod. May also be attached to ceiling for 
use with shower curtain, or to top of window or cornice 
for use as a drapery rod. Completely packaged sets in 
9 lengths from 36” to 96”. 


PS esoeoeeoeee 


Standard weight for use Extra heavy built 
between floor joists for heavy duty 


M-D FOUNDATION & CORNICE VENTS 


Here's variety to meet your 
customers’ needs. Die-cast 
aluminum vents for crawl 
spaces or cornices... in 2 
styles for brick or concrete * 
block construction. M-D 
Louvered Cornice Vents ore 
made of heavy-gauge 
stamped aluminum with re- 
inforcing ribs for extra 
rigidity. Also available in 
Anodized Albras finish. Two 
sizes—4"x16" and 8"x16”". 
Easy and ready to install. 
Dozens of uses for ventila- 
tion in new homes or for No. 816 Louvered Cornice Vent 
remodelling. 


ALUMINUM LEVELS 


Both pro and amateur are attracted to this 

gleaming, sturdy, extruded aluminum level. It's 

a high quality, precision tool at a sensible price. Tough, 

non-breakable Pyrex vials are replaceable. Glossy 

red interior with silvery satin top and edges enhance its 
appearance, 10 sizes from 18” to 96”. 

Individually packed in Poly tubing. 


MACKLANBURG-DUNCAN CO. 


Manufacturers of Quality Building Products * Box 1197 * Oklahoma City 1, Okla. 
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Holiday Homes 


gives FLINTKOTE a build-up! 


Big southwest builder sold on Flintkote’s service, support 
and the quality of Flintkote’s building products. 


Charles R. Swain, Vice-President of “‘Holiday Homes,” Houston, Texas, puts it this 
way: “The people in the Flintkote organization are very eager to assist the builder in 
the many problems of production and sales. Never in my experience have I dealt with 
a company that afforded me such consumer educational assistance.” 

The Flintkote product sets well with Mr. Swain’s subcontractors too: “Our roofing 
contractor, who is not prone to praise any material, has stated a preference for 
Flintkote Felt and REXTAB® Shingles. He tells us the “REXTAB” Shingles give 
complaint-free performance, resulting in no “call back” expense, a distinct advantage 
to him and us. The subcontractor who installs our Flintkote FLINTROCK® gypsum 
wallboard also prefers FLINTROCK to our previous wallboard.” 

Looking for an “extra” in service . . . in quality of product? Follow the lead of 
Charles Swain of “Holiday Homes” and scores of builders like him. Switch to Flint- 
kote. Complete particulars available by writing to THE FLINTKOTE COMPANY, 
Flintrock Gypsum Products, Sales Office, P. O. Box 8127, Dallas 5, Texas. 











FLINTKOTE 


America’s Broadest Line 
of Building Products 
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7...THE GREATEST 
MOSAIC TILE PROFIT MAKER” 


.. and most successful “DO IT YOURSELF MOSAIC TILE” deal in the industry. 


This special package deal — offered for a limited time only — is designed to 
appeal to both men and women. CAPRI’S illustrated “TILE IT YOURSELF” display, 
dramatically presents 88 fabulous colors in which CAPRI TILES are available from 
our regular stock.. This display with attractive sketches of suggested end uses, is 
your most powerful silent salesman at the point of purchase. All that’s left 
for you to do is to take the orders... HERES A DEAL WHERE BOTH SIDES OF 
THE COUNTER MAKE A PROFIT. 
CAPRIS MOSAIC TILE CENTER PROGRAM was conceived expressly for those 
progressive profit minded dealers, who appreciate the tremendous future of 
the MOSAIC TILE INDUSTRY. 
An exceptional offer... with no strings attached! CAPRI’S high powered pro- 
motional campaign is the biggest event in the “DO IT YOURSELF” tile industry . . 
it affords thousands of small, medium sized and large dealers a new horizon for 
big profits... here is a once in a lifetime chance for you to get into a great 
industry at the ground floor... no other prestige surface material has enjoyed 
-@ more spectacular success . . _ affords @ greater margin of profit with less selling 
effort, less investment, than CAPRI'S “DO IT YOURSELF” deal. 
~ Our TILE | IT YOURSELF” Center Program includes a generous stock of fabulous 
- CAPRI TILES; essential working accessories; and illustrated brochures for your 
customers, containing simple instructions on how to install CAPRI TILES and their 
multiple end uses. PLUS FREE ADVERTISING MATS... to help you advertise in 
your local newspapers. 
Your colorful “CAPRI MOSAIC TILE IT YOURSELF” wall display will give you an 
immediate and commanding lead in your area as a prime resource for the world’s 
most famous mosaic tiles... and will help boost your over-all sales volume. 
‘Nationally advertised in House Beautiful and other leading consumer and 
trade publications, CAPRI MOSAIC TILES are a recognized brand ... enjoying 
nation-wide consumer acceptance and highly recommended by leading Architects, 
Builders and Contractors. 
ou can take our word for it: CAPRI’S “TILE IT YOURSELF” deal is hot as a 
delay ... act promptly . . 1 OR ree elentove your local distrib- 
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HERE’S YOUR PROFIT MAKER 
..AND WHAT YOU GET 


1—“Mosaic Tile Center” Display 


100—Sheets Capri Mosaic Tile, assorted 
colors 


15—Tile Bins 
12—Individual pints cement 
13—1 |b. packages grout 
9—Cement spreaders 
9—Tile Cutters 
2—Trivet Kits 
3—Cigarette Box Kits 
1—Wall Planter Kit 
1—Vase Kit 
1—36” round table, ready for tiling 
1—Cigarette Box, finished for display - 
PLUS—PROMOTION KIT—TILE CHART— 
SALES LITERATURE 


Retail Value $291.50 
YOUR COST...*175.00. 


‘STANDARD TILE CO., mc: 


854-868 ROCKAWAY AVE., BROOKLYN 12, N.Y. 
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the exciting new wall system with 3-dimensional appeal 


Now you can really capture your share of the $15-billion remodeling market—with Panelok® as 
your cornerstone. It’s that sensational new 3-dimensional wall system based on tough, durable 
Masonite” hardboard panels. 

Only once in a blue moon can you present an item with such a dramatic and positive appeal—to 
home owners, to contractors, to merchants and other businessmen. And when you show them how 
comparatively inexpensive Panelok is, you’re on the way to another sale. 


Just cast your eyes over these outstanding sales advantages: 

1. Walls take on a new function, both useful and decorative. Shelves, flowerpots, bookcases, 
cabinets, even desks and tables can be placed and replaced in seconds, without harm to the 
wall. Lockstrips hidden in the grooves and a variety of Adjust-A-Bilt* fixtures do the trick. 
(The fixture line itself builds profitable repeat sales for you.) 

2. True-cut, 2’ x 8’ random-grooved panels for old walls or new construction. 

. Choice of four decorator shades in factory-applied, wood-grain finishes. So easy to keep clean. 

4. Creates handsome feature walls for living room, family room, or den. Nothing better for 
youngsters’ rooms—fixtures can keep pace with the growth of the child. 
5. Smooth, unfinished Panelok panels available for closets, wardrobes, pantries, workrooms. 
Waste space eliminated. 
Panelok created a wave of excitement at the NAHB Research House. It’ll prove a sensation in your 


town. And Masonite is backing it up with national advertising and a full array of selling helps. Talk to 
your Masonite representative or write Masonite Corporation, Dept.AL-1123, Box 777, Chicago 90, II. 


There’s a Masonite panel for every remodeling job gor 
4 aoi » 
Decorative interior Sturdy Exterior Multipurpose M A a O N | 7: E ak. ee 
Panels Panels Panels 
Panelok wall system Shadowvent” siding Presdwood" CORPORATION 
Peg-Board” panels Masonite Siding Tempered 
Seadrift® Ridgeline’ Presdwood Siete 5 0p oration—manufacturer of quality panel products. 
9 e U.S t. Off. by arling Co 

Royalcote” Misty Ridgegroove” Panelwood® Rog. TM, U.S, Pot. Off. by L.A, Darting Co. 

Walnut Panelgroove® Duolux® 
Leatherwood 
Temprtile® 

(tile-scored) 
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Take a dealer’s word for it . 


"I never believed 
ceilings could be 


such a big business” 


So says Jack Ballast, Sales Manager, Standard Sup- 
ply and Lumber Company, Grand Rapids, Michigan. 

Last October, Jack Ballast signed up for the Arm- 
strong Ceiling Profit Plan and took on the Armstrong 
ceiling line. 

Immediately, things began to happen. In Novem- 
ber he sold more than 27,000 square feet. In three 
months he sold more than 70,000 square feet. At the 
rate he is presently going he expects to sell more 
than 250,000 feet of Armstrong ceiling tile this year. 

Mr. Ballast thinks that this is only the beginning. 








Mr. Jack Ballast, Sales Manager, Standard Supply and Lumber Co., 

= Grand Rapids, Michigan, says, “This Armstrong ceiling business is just 
starting. Every home owner is a live prospect. Sales are not limited by the 
new home market, 




















He feels that the ceiling business is just catching on. 


Pleased as he is with present business, he expects to 
do an even bigger job in the future. 

Mr. Ballast is even more impressed with the profit 
margins he is getting. Standard Supply buy in car- 
loads to earn maximum discount. Their margins run 
from 8¢ to 12¢ per foot, depending on the design. 
83% of their sales are in the more profitable Cushion- 
tone line with margins on cost as high as 76%. 

Mr. Ballast credits much of his success to the ad- 
vertising job Armstrong has done to sell ceilings. He 


ii Slt 
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says that sale after sale is being made because cus- 
tomers have seen the ceilings advertised on the Arm- 
strong Circle Theatre on television or in leading 
magazines. 

To get in on the ground floor of this profitable new 
business, call your Armstrong wholesaler or write 
Armstrong Cork Company, 3911 Rieker Avenue, 
Lancaster, Pennsylvania. 


(Armstrong CEILINGS 


...@ profitable new business for you 





2 “At the rate we're going, Armstrong ceilings will be 
# one of our most profitable lines by the end of this year. 





Ceilings give us a happy combination of high volume and 
high profit that we’ve found in few other product lines, 


3 “We stock and display the complete Armstrong line. 
= Because there are enough designs to please everybody, 
we seldom lose a sale. We tie in our displays with Armstrong 
print advertising and the Armstrong Circle Theatre—to my 
knowledge the only network TV show that sells ceilings, 





4 “Every Armstrong ceiling sale also results in the sale 
* of other items such as furring or cement, nails, and 
molding. What’s more, we get plenty of repeat business be- 
cause the customer likes his first ceiling so well he decides to 
put it up in other rooms in his home.” 





SELECT THE ‘“‘YEAR-ROUND’’ COMFORT 


OF QUALITYBILT 4-WAY WOOD WINDOWS! 


Insure maximum comfort for your customers with 
Qualitybilt 4-Way Windows. Plan hundreds of 
delightful, eye-catching window arrangements that 
put walls of light and cool, refreshing summer breezes 
in just the right places . . . or lock snug and draft- 
free to defy the most chilling winter winds. You 

can do this with the wide range of sizes of the two 
basic units . . . Two-Sash and Single Sash. Use them 
singly or in imaginative combinations . . . as Awning, 
Hopper, Casement, or Fixed Units. Create hundreds 
of other attractive arrangements with standard 
Picture Units. And get this amazing flexibility 

at the most economical prices! 


Qualitybilt 4-Way Windows are 

completely weatherstripped, with a 

variety of glass, hardware, and 

operators. Accurately machined of 

Ponderosa Pine, toxic treated to 

last a housetime. For the complete 

story write for illustrated catalog 

and name of nearest distributor! = 


FARLEY & LOETSCHER MFG. CO. 
DUBUQUE * IOWA 


Entrances « Doors « Frames « Sash ¢ Blinds ¢ Casements « Glider Windows ¢ Sliding Doors * Screens 
Combination Doors « Storm Sash «* Garage Doors « Mouldings « Interior Trim © Sash Units ¢ Louvers 
Kitchen Cabinet Units « Cabinet Work ¢ Stairwork © Disappearing Stairs « ‘“Farlite’ Laminated Plastics 
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The WING ESCUTCHEON with 
No. 502 Crown Royal Entrance Lock 


~ The FALL SQUARE and 
HALF ROUND ESCUTCHEONS 
with No. 500 Crown Royal Entrance Lock 
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Domestic Hardboard Producers Strike At 
Imports With Components, Dealer Sales Aids 


U.S. hardboard production this year will be double that of 
seven years ago and it is expected to be doubled again 
within the next decade, manufacturers say. 

Facts on imports vs. U.S. production revealed for first time. 


Cuicaco—If American producers 
have their way, within 10 years ev- 
ery new U. S. house will contain 8,- 
000 square feet of hardboard, com- 
pared with possibly 2,500 square feet 
now used in the average new home. 

That’s the prediction of F. M. 
Hughes, general manager of Forest 
Fiber Products Co., Forest Grove, 
Ore., newly-elected president of the 
Hardboard Association. Hughes spoke 
at the seventh annual convention of 
the group early this month. 

Because of research, new products, 
new uses such as house compo- 
nents and new dealer sales aids and 
promotion, the American producers 
have no great fear of imports, even 
though low-cost foreign hardboard 
entering this country has jumped from 
160 million square feet in 1958 to a 
projected 280 million square feet this 
year. 

In comparison, American factories 
will turn out 2 billion square feet this 
year, almost double their output of 
seven years ago, according to Robert 
D. Pauley, manager of the Silvatek 


What is Hardboard? 
: Hardboard is manufactured by 
~ separating individual wood fibers, 
leaving each surrounded by its 
natural binder, lignum, and re- 
. arranging them in a felted or 
+ matted form under heat and pres- 
- sure, making it larger and denser 
- than most natural woods. 
- Hardboard can be sawed, 
nailed, drilled, bent, die-cut, 
_ shaped, perforated, grained, 
_ painted, laminated and processed 
for thousands of jobs, many re- 
quiring great strength and dur- 


Div., Weyerhaeuser Co., Tacoma, out- 
going president of the Hardboard As- 
sociation. 

“Foreign competition has stimu- 
lated us to develop better products as 
well as new uses for them,” president- 
elect Hughes said at the convention. 

Fabrication of component house 
walls, prefinished board and prefabed 
sandwich panels with plastic cores, 
now being developed by U. S. hard- 
board manufacturers, will insure rap- 
id growth of the domestic product, 
he explained. 

Hughes pointed out that the domes- 
tic industry had not expected to 
reach the two billion mark until next 
year. 

New facts. For the first time in the 
history of the Hardboard Association, 
production statistics and predictions 
were publicly announced. 

Donald Linville, executive secre- 
tary, explained that industry statistics 
were not revealed in previous years 
“partly because we felt that by with- 
holding the figures we could stem the 
tide of imports.” 

Foreign hardboards did not stay at 
home, however. In fact, imports have 
more than doubled during the past 
year, Linville said. And the comple- 
tion of the St. Lawrence Seaway opens 
the way for more foreign competi- 
tion. 

The result is an aggressive effort on 
the part of U. S. producers to Gevelop 
new products and uses. The associa- 
tion has reversed its policy on pub- 
licity and is now planning a new pro- 
motion and dealer sales aid cam- 
paign. 

(American Lumberman first spot- 
lighted the growth of imports to the 
building industry early this year. 
A.L.’s editorial on the subject was 
read into the Congressional Record 
during the last session. ) 


Hardboards are imported from 150 
sources today, compared with only 17 
sources only seven years ago, Linville 
stated. The bulk of foreign board 
comes from Sweden, where it is more 
commonly used in construction than 
in this country. 

There are 18 major hardboard 
plants in Sweden, Linville explained. 
Almost 80% of the production from 
those plants is exported. Linville pre- 
dicted that Japan will also became a 
major hardboard producer. 

Price-cutting. Low labor rates over- 
seas is the prime reason that domestic 
hardboard can be undercut in price, 
association officials explained. Im- 
ports are generally priced at about 
20% below equivalent U. S. hard- 
board. 

Another advantage is low transport 
rates. It is claimed that 1,000 square 
feet of hardboard can be shipped 
from overseas to Los Angeles for no 
more than it costs to haul from 
U. S. mills to the same city. 

Brad Williams, director of public 
information for Masonite Corp., Chi- 
cago, said that foreign-made _hard- 
board will vary greatly in quality, al- 
though some of it is first-class. Maso- 
nite is the sole American hardboard 
maker which operates foreign plants. 
The release of original Masonite pat- 


F. M. HUGHES, general 
manager of Forest Fiber 
Products Co., Forest 
Grove, Ore., newly-elect- 
ed president of the Hard- 
board Association. 
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ents launched the foreign hardboard 
industry, back in 1933. 

Markets. About half of current do- 
mestic hardboard is used in construc- 
tion, with the balance going into in- 
dustrial purposes, it was estimated by 
a panel of manufacturer executives at 
the meeting. 

Most of the new uses will be with 
tempered board rather than standard. 
The tem board accounts for 
about 50% of total production in this 
country. 

In addition to component wall pan- 
els for houses, residential siding was 
cited as a fast-growing use for hard- 
board. 

Members of the association are 
Abitibi Corp., Edward Hines Lumber 
Co., Evans Products Co., Forest Fi- 
ber Products Co., Georgia-Pacific 
Corp., Johns-Manville Co., Masonite 
Corp., Superwood Corp., United 
_ Gypsum Co. and Weyerhaeuser 

oO. 


Fire Tests on Reinforced 
Structural Plastic Panels 


New York—Results of fire tests 
of standard glass-fiber reinforced pol- 
yester corrugated structural plastic 
panels as roof-lighting materials are 
now-available. 

The tests report is available from 
Society of the Plastics Industries, Inc., 
250 Park Ave., New York 17, N. Y. 

The steady growth of the plastic 
panels for roof lighting prompted 
the tests. It is hoped that they will 
help to establish building code reg- 
ulations for the product. 

Sponsoring the project as members 
of the Fiberglass Reinforced Panel 
Council were Alsynite Co. of Amer- 
ica; Barclite Corp. of America; But- 
ler Manufacturing Co.; Johns-Mans- 
ville Corrulux Fiber Glass Co.; Filon 
Plastics Corp.; Structoglas, Inc.; Kem- 
lite Corp.; Plasteel Products Co. and 
Resolite Corp. 


Lumber Group Sponsors 
Million Dollar Show 


MINNEAPOLIS—A million-dollar free 
show for homeowners will be held 
following the 1960 convention of the 
Northwestern Lumbermens Associa- 
tion here, Jan. 14. 

Called the Home and Farm Build- 
ing Products Premiere, the public show 
in the Minneapolis Armory will be 
jointly sponsored by the lumber deal- 
ers, architects, builders, electric and 
plumbing contractors, lathers and plas- 
terers. 

Special days will be allocated for ar- 
chitects and builders to attend the ex- 
hibition. Dealers are urged to bring 
their contractor customers to see the 
exhibits. 


instalment Debt Up 

WasHINncToN, D. C.—A rise in con- 
sumer instalment debt put total time 
credit at the end of September at $37.5 
billion, a $4.4 billion boost from a year 
ago. 


Hardwood Plywood Firms Will Fight 
imports With Promotion Campaign 


MEMPHIS, TENN.—The Hardwood 
Plywood Institute meeting here was 
told by its counsel, R. H. Hawes, that 
HPI’s program to encourage reason- 
able import regulations is making 
some headway despite the Tariff 
Commission’s latest adverse decision. 

“Our confidence in the ultimate 
outcome of this matter is keyed to a 
growing awareness of the import dan- 
ger in the nation’s foremost industrial 
and labor councils,” Hawes said. 

Louis G. Riecke, vice-president and 
general manager of Tulane Hardwood 
Lumber Co., New Orleans, urged the 
industry to take more active part in 
politics and to resume a trade promo- 
tion and advertising program which 
will assist the jobber in selling more 
American-made hardwood plywood. 

The Institute approved a new budg- 
et for promotion, publicity and ad- 
vertising. This phase of the Institute’s 
work was sharply curtailed over two 
years ago. The first promotion under 
the revised plan is a booklet, “Where 
to Buy,” which lists the membership, 
their address, persons to contact, an- 
nual capacity in square feet, maxi- 
mum size produced, glue types manu- 
factured, type of equipment, species 
and specialty items manufactured. 


MORE TRADE PROMOTION is needed to 
offset imported hardwood plywood com- 
petition, according to Lovis G. Riecke, 
of Tulane Hardwood Lumber Co., speak- 
ing above at the HPI's annual meeting 
last month. 


Copies of the booklet may be ob- 
tained from Hardwood Plywood Insti- 
tute, 2310 S. Walter Reed Dr., Ar- 
lington 6, Va. 





Cost Control and Estimating Clinics 
Slated for Home Improvement Show 


New York—A three day program 
of seminars at the Home Improve- 
ment Products Show, Feb.. 4-7 in 
Chicago, will include special sessions 
for building materials dealers. 

Seminars will be held on February 
4th, 5th and 6th, it was announced 
by David E. Winnick, director of the 
show. 

Topics will include cost control, 
proper pricing, estimating, supervi- 
sion of workmen and sub-contractors, 
as well as sales training and sales 
management. 

A dramatic session on merchandis- 
ing—‘‘How to Get Leads”—is planned 
for Friday afternoon, right after the 
HIPShow opens. Herbert Richeimer, 


a Long Island modernization contrac- 
tor whose firm handles a $4 million 
home improvement business, will be 
featured. 

Spectacular product displays are as- 
sured in this year’s show, according 
to Robert Pomerance, HIPShow di- 
rector. Heading the list of large- 
space users are Aluminum Company 
of America and Kaiser Aluminum & 
Chemical Sales, Inc., with 1,000 
square feet each. The F. C. Russell 
Co. will have a 700-sq. ft. exhibit. 

Every type of home _ improve- 
ment product will be exhibited. For 
more information, write Home Im- 
provement Product Show, 331 Madi- 
son Ave., New York 16, N. Y. 





Latest Prefab Components Announced 


CHAMPAIGN, ILt.—A_ Research 
Demonstration house under construc- 
tion here, sponsored by the Lumber 

ers Research Council and the 
Douglas Fir Plywood Association, fea- 
tures the latest component ideas for 
homes. Items being used are as fol- 
lows: 

1. New _ glue-nailed 
header system. 

2. Box beams for floor support— 


Lu-Re-Co 
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some spaning 12’, others 24’, all 
spaced 4’ o.c. 

3. Sub floor panels to fit over 
beams but made in a normal Lu-Re- 
Co jig. 

4. Glue nailed truss rafters. 
5. Cathedral beams, 8’ o.c. 
‘ 6. Stress skin floor panels spaning 

7. Rigid frame for the complete 
garage structure. 
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and stylish BARRETONE* Tiles have 
everything your customers want! 


Take advantage of the growing popularity of ceiling tile with “Barretone” 
Tiles. They’re extra-easy to apply, come in the fashionable patterns your 
customers are looking for, and sell at an economy fibreboard price. 


Home owners can use “Barretone” Tiles to transform bleak old rooms into 
comfortable, beautiful living quarters ...to pep up a newly finished attic 
or basement...to cover old plastered ceilings that are cracked or peeling. 
Do-it-yourselfers can nail or staple a “Barretone” Ceiling in place in only 
a few hours. And, once up, “Barretone” Tiles are simple to keep bright and 
clean because they’re guaranteed washable. 


The distinctive patterns of “Barretone” Decorated Tiles—Fissure, Sparkler 
and other styles—combine color and pattern in a sophisticated, modern 
manner that harmonizes with almost any kind of interior. The “Barretone” 
line also includes plain white, regular perforated and random perforated 
styles. All are backed by the famous Barrett name and made by the exclu- | 
sive CHEM-FI process, a method of blending wood fibers to produce a 
stronger, smoother tile. For samples and complete information, call your “dl 
Barrett representative or contact us direct. 4 Trade Mark Allied Chemical Corporation 
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District Sales Offices: 


1327 Erie St., BIRMINGHAM 8, 
Ala.; Merchandise Mart, CHICA- 
GO 54, Ill; 3121 Euclid Ave., 
CLEVELAND 15, Ohio; 323 South 
67th St., HOUSTON 11, Texas; 261 
Madison Ave., NEW YORK 16, 
N. Y.; 36th and Grays Ferry Ave., 
PHILADELPHIA 46, Pa.; 764 Van- 
dalia St., ST. PAUL, Minnesota 
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BARRETT DIVISION 


40 Rector St., New York 6, WwW. ¥ 
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MEN /n the news 


A. H. Mohrhusen L. Vincent Ogletree 


* L. Vincent Ogletree has been named 
by the Florida Lumber and Millwork 
Association, Orlando, as its new ex- 
ecutive secretary, effective Dec. 1, 
when Mrs. Marie Bennett's resignation 
becomes effective. Mrs. Bennett is 
now executive secretary of Tylanders, 
Inc., in West Palm Beach. 


* A. H. Mohrhusen of Boca Raton, 
Fla., nationally known in advertising 
and paint manufacturing circles, has 
joined Wallace E. Johnson, Inc., 
Memphis, as vice-president in charge 
of marketing, public relations and ad- 
vertising. 

Mohrhusen will hold the same title 
with the Wallace E. Johnson Hardware 
Co. and Standard Building Supplies, 
Inc., wholesalers. 

He was founder of Devoe Brush 
Paint Division and was made general 
merchandising manager of all Devoe 
companies in 1945, 


*J. -¥. -fones, 
general sales man- 
ager, Armstrong 
Cork Co., Lancas- 
ter, Penna., has 
been elected pres- 
ident of the Insu- 
lation Board In- 
stitute. The 1.B.1. 
announced that 
its next meeting 
J. V. Jones will be in Chand- 
ler, Ariz., Feb. 2-4, 1960. 


* C. B. Burnett has been elected pres- 
ident of Johns-Manville Corp., New 
York City, effective Jan. 1. A. R. 
Fisher, who has held the office of pres- 
ident since 1951, will continue as 
chairman and chief executive officer 
of J-M. 


* Robert T. Jenkins, Nagel Lumber & 
Timber Co., Winslow, Ariz., was elect- 
ed president of the Southwest Pine 
Association at the group’s recent an- 
nual meeting in Albuquerque, N. M. 
P. C. Gaffney, Southwest Lumber 
Mills, Inc., Phoenix, Ariz., was named 
vice-president. 


* Changes in Weyerhaeuser Compa- 
ny’s organizational structure include 
the appointment of corporate vice- 
president George Weyerhaeuser as 
head of the lumber, plywood and tim- 
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berland gr with vice-presidents 
John R. “Thtcomb, manufacturing; 
Robert S. Douglas, marketing and 
Edwin F. Heacox, timberland divi- 
sion. 

Corporate _ vice-president John 
Aram now directs the activities of 
the research, new products and Silva- 
tek group for the company. Robert 
D. Pauley is manager of the Silvatek 
division. W. H. Meadowcroft is man- 
ager, new products division and A. S. 
Gregory is director, research divi- 
sion. 

Also, John M. Musser, St. Paul, has 
been named corporate vice-president 
of the Weyerhaeuser lumber and 
building material stores, the new 
name for Thompson Yards. 

President F. K. Weyerhaeuser an- 
nounced the above changes last 
month in Tacoma. 


¢ Winston H. McCallum, formerly di- 
rector of publicity for Weyerhaeuser 
Co. lumber and plywood div. located 
at St. Paul, Minn., has been appoint- 
ed assistant trade promotion manager 
of the company’s lumber and plywood 
div. 


* Sherman R. West of Buckhannon 
is the new secretary of the West Vir- 
ginia Lumber & Builders’ Supply Deal- 
ers’ Assn. He succeeds Sam H. Die- 
mer, who retired last July after 
serving 21 years. 


* Frank D. Roberts has been named 
acting secretary-manager of the West- 
ern Red Cedar Lumber Association, 
Seattle, Wash. He temporarily replaces 
Arthur I. Ellsworth, who has resigned. 


Diamond-National Sales 

NEw YorKx—The Diamond-Gard- 
ner Corp. and the United States Print- 
ing & Lithograph Co. merged last Oc- 
tober to form the Diamond-National 
Corp. Net sales for the new firm was 
$168,790,000 during the first nine 
months of this year. This compared 
with $152,511,000 for the same pe- 
riod a year ago, according to Robert 
G. Fairburn, chairman of the board 
of directors. 





New Softwood Plywood Sheathing 


TacoMa, WasH.—New WSP (West- 
ern Softwood Plywood) Plyscord pan- 
els are now available from Douglas 
Fir Plywood Association mills. 

Primary use for the new softwood 
plywood is for subflooring and for 
wall and roof sheathing, DFPA an- 
nounced. It is equivalent to Douglas 
fir PlyScord for most sheathing. 

WSP PlyScord confirms to Com- 
mercial Standard CS 122-56. All pan- 
els are made thicker than nominal 
1/32” and all faces and backs are 
4a” (except in the 5/16” thickness). 

The grade-trademark stamp for the 
panels is shown above. An announce- 
ment folder giving thicknesses, spans 


PLYSCORD}: 
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and nailing recommendations is avail- 
able from Douglas Fir Plywood As- 
sociation, 1119 A St., Tacoma 2, 
Wash. 





Roofers Seek Improved Methods 


Cuicaco—New types of roof deck- 
ing and increased use of vapor bar- 
riers are creating problems in the 
builtup roofing field, according to 
Fred Good, executive secretary of the 
National Roofing Contractors Associa- 
tion. 

“Time was when fixing a roof leak 
was a simple, inexpensive matter,” 
Good told American Lumberman. 
“But the introduction of new materi- 
als and techniques in roof deck con- 
struction, plus ever-mounting labor 
costs, are creating roofing problems 
the industry never faced before. We're 
trying to find better ways of apply- 
ing builtup roofing over these new 
materials.” 

The Small Homes-Building Re- 
search Council at the University of 


Illinois has been engaged to carry on 
research leading to improved roof- 
ing application methods, Good said. 
The project began September 1, and 
reports are to be issued quarterly as 
the research progresses. The first re- 
port will be issued December 1. 

“Currently a field staff is examining 
roofing troubles,” Good said. “If lab- 
oratory studies are needed, they will 
be made.” 

Financing for the work has come 
solely from the National Roofing Con- 
tractors Association. Good explained 
that, while manufacturers are very 
interested and cooperative in the 
work, they have not been called on 
to help finance the work. 

“This is to make sure the work 
will be entirely impartial,” he said. 
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ANNOUNCING 
TWO NEW 
WELDWOO0D 
WOOD FINISHING 
CENTERS 


a sure way to cash in on the profits in wood finishes 


PLUS a fast-selling assortment of Weldwood Wood 
Finishes that cost you just $78.60—plus a full supply of 
Weldwood Waxes FREE that retail at $58.86—-nets you 
a whopping $111.26 profit! 


PLUS the biggest Weldwood national advertising 
campaign ever! 


To get the details, please turn the page... 








WHICH WELDWOOD WOOD FINISHING CEN 














HERE’S THE PROFIT-PACKED DEAL TO GET YOU STARTED 


DEALER COST 


Merchandise 


Reg. Dealer Price— 
either Merchandise Unit 


Total Dealer Cost— 
(Merchandise & Unit) 


DEALER PROFIT 


You receive FREE a balanced 
assortment of Weldwood 
Waxes—Retail Value 


Retail Value of Merchandise 
(incl. Waxes) 


Dealer Cost— Merchandise 


Dealer Profit on Merchandise 


OVER 58% PROFIT! 


CONTENTS OF EACH UNIT (see table) 


PRODUCT 


WELDWOOD 
PASTE WAX | 


WELDWOOD LIQUID 
PASTE WAX 
WELDWOOD SATINLAC 


WELDWOOD SATINLAC | 
LIGHTENER 


WELDWOOD = ae 
CLEAR FIRZITE 


SIZE 


1 Ib. 


WELDWOOD ais 
WHITE FIRZITE 


WELDWOOD 
EXTERIOR STAINS 


REDWOOD [ a ee 
___ Quart _ 


DRIFTWOOD 
SIERRA BROWN STAIN 
CASCADE GREEN STAIN 


RETAIL 
PRICE EA. 


$1.10 
a 


1.49 
2.85 
1.55 
Y eb 


Quart | 


Quart 


QUAN. 


12 
12 


N 


| | | 
|] 00) 2] 2] 2] 00] 00] a 


» 
S 
4 
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WELDWOOD WOOD Quart 1.40 
PRESERVATIVE 











_ TER MEETS YOUR REQUIREMENTS BEST? 


A. SELF-SERVICE FIXTURE UNIT 


This compact, permanent store fixture is endorsed by the National Retail Hardware 
Association. Place it at the end of a gondola run, against a wall or use it as an “island” 
display. It adds to the appearance of your store as it sells. 


B. SELF-SERVICE DISPLAY UNIT 


This attractive, modern display is a complete finishing center. Sturdy wood and wrought 
iron construction insures maintenance-free service. The eye-catching lighted header will 
attract customers and stimulate sales. 


Whichever type you choose, the Weldwood Wood Finishing Center 
makes your wood finish selling efforts easier, faster, and more profitable. 


@ A COMPLETE PACKAGE—puts your customers’ entire wood finishing needs—from initial 
finish through the final wax—all in one spot. 


@ SELECTOR-GUIDE TO WELDWOOD FINISHES—40 real wood samples show your customers 
the wide variety of effects they can get with Weldwood’s full line of quality wood 
finishes. Tells them exactly how to achieve the various finishes, answers all their questions 
while you’re busy with other customers. 


@ PROVISION FOR MARKING PRICES CLEARLY RIGHT ON THE UNIT. 


@ A PERMANENT MERCHANDISING FIXTURE—a valuable addition to your store. Sturdy, 
compact, it will go on building sales and making profits for you for years. 


YOU'RE BACKED BY THE BIGGEST ADVERTISING CAMPAIGN 
EVER SCHEDULED FOR WELDWOOD WOOD FINISHES 


Headed by radio’s #1 salesman—ARTHUR GODFREY Also in LIFE and MECHANIX ILLUSTRATED and in 
on the Columbia Broadcasting System’s more than 200- business publications reaching the manufacturing and 
station coast-to-coast radio network. construction trades. 


Use this handy order form 
TEAR OUT AND MAIL TODAY 


Order Form 
UNITED STATES PLYWOOD CORPORATION 


I want to take advantage of your introductory offer. 
Please enter my order for: 


(_] A. Self-Service Fixture Unit B. Self-Service Display Unit 
Store Name 
My Name 
Address 
City. Zone State 














Ship through my jobber. 
Jobber address 














FROM THE PEOPLE WHO KNOW WHAT'S GOOD FOR WOOD 
WELDWOOD WOOD FINISHES 


WELDWOOD PASTE WAX.A semi- 
soft, genuine carnauba paste 
wax, unmatched for its clarity, 
gloss, and toughness—un- 
equalled by synthetic waxes 
and wax substitutes. Goes on 
smoothly, lasts longer, is water- 
resistant. 


weLowoon 


WELDWOOD CLEAR FIRZITE®. 
A penetrating resin sealer to 
prevent wild grain when paint- 
ing or staining softwoods such 
as fir, pine, etc. Also serves as 
an excellent base for stains 
when tinted with colors-in-oil. 


LIQUID PASTE 


"On pine woo?” 


WELDWOOD LIQUID PASTE WAX. 
An easy-to-use, self-cleaning 
liquid paste that won’t harm 
wood the way so-called “‘self- 
polishing waxes” can. Clear, 
pure, won’t build up brittle 
deposits that can crack, turn 
yellow, rob surfaces of their 
original beauty. 


WELDWOOD WHITE FIRZITE. 
Similar to Clear Firzite, but 
with a white pigment that 
makes it ideal as a first coat in 
painting. Reduces grain raise, 
checking. Also ideal as a wipe 
to achieve blond, pickled, and 
limed effects. 


WELDWOOD SATINLAC®. New, 
improved formula with greater 
solids content goes farther, 
works easier, is nearly odor- 
free. Brings out and preserves 
wood’s natural beauty with no 
“built up” look. Does not 
yellow. 


WELDWOOD EXTERIOR STAINS. 
In 4 long-lasting beautiful 
shades: Redwood, Driftwood, 
Sierra Brown, and Cascade 
Green. A deep-penetrating, 
hard-drying formulation of 
oils, resins and pigments that 
resist fading. Easy to apply, 
for homeowners and profes- 
sionals alike. 


WELDWOOD SATINLAC® LIGHT- 
ENER. New, anti-wetting agent 
to prevent darkening that 
usually occurs when new wood 
is finished. Retains the native 
wood tone when followed by 
finish coats of Weldwood 
Satinlac. 


WELDWOOD WOOD PRESERVA- 
TIVE. A highly water repellent 
sealer for use on wood exposed 
to weather, water, or placed in 
contact with soil. Rich 5% 
Pentachlorophenol content as- 
sures complete safety against 
termites, rot, fungus. 


NO ONE HAS A WAY WITH WOOD LIKE 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 








BUSINESS REPLY MAIL 


First Class Permit No. 720, New York, N. Y. 








UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street 


New York 36, N. Y. 


WELDWOOD 


Products of 


UNITED STATES PLYWOOD 
119 branch showrooms in the United States and Canada 


CORPORATION 


USE THIS HANDY ORDER FORM 
TEAR OUT AND MAIL TODAY 
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RESEARCH HOUSE being built in Northfield Center, near Cleveland, Ohio, which 
will have porcelain enameled walls, roof, windows, doors, carport, fences and other 
accessories, in a variety of textures, finishes and colors. 


New Plan for Porcelain Enameled House 


CLEVELAND, OHIO—To most people 
in the building industry, the future of 
porcelain enameled homes was doomed 
when the Lustron Corp. was dissolved 
in 1950. But the executives and de- 
signers at the Ferro Corp., a leading 
producer of procelain enamel frit, 
never gave up hope. 

The Ferro people and architect 
Carl Koch, who was a consultant on 
the ill-fated Lustron house, claim that 
the collapse was solely the result of 
“shaky financial underpinnings, set in 
the quicksand of Washington politics.” 

Lustron ideas and techniques, they 
say, lived on through the following 
decade in prefabricated and factory- 
assembled homes. And, they empha- 
size, porcelain enamel as a building 
material continued to gain accept- 
ance during the past decade in cur- 
tain-wall construction for institutional 
and commercial structures. 

Now the Ferro Corporation has 
launched a big new promotion pro- 
gram intended to tap the housing 
boom of the 60’s. 

Robert A. Weaver, chairman of the 
Ferro Corp. and Robert J. Ritchey 
of the U. S. Steel Corp., broke ground 
last month for erection of the Por- 
celain Enamel Research House, 
sketched above. 

The walls, roof, windows, doors, 
carport, fences and other accessories 
will be porcelain enameled in a var- 
iety of textures, finishes and colors. 

The one and one-half story struc- 
ture was designed by Carl Koch, an 
exponent of mass-produced prefab 
houses. It will contain 1,280 square 
feet of living area on the first floor 
and will use porcelain enamel as a 
finish on all exterior walls and on the 
interior walls of a central “mechan- 
ical core” which will contain the 
kitchen, bathroom and _ heating-cool- 

ig units. 


What is it? The renewed entry of 
porcelain enameled materials for 
housing brings another competitive 
line for the building products dealer. 

Porcelain enamel is a form of glass 
which is chemically bonded under in- 
tense heat to a metallic base material. 


A mineral substance, it bears no 
chemical relation to any other form 
of enamel coating. 

Porcelain enamel is produced in 
smelters much the same as other types 
of glass from such raw materials as 
borax, silica sand, feldspar and me- 
tallic oxides for color and opacity. 
The molten enamel glass is cooled and 
broken into small flakes called frit 
(from the French words “to break” 
or “to fry.”) 

The frit is ground with water and 
clay and applied to a prepared base 
metal by dipping or spraying. The 
primary market for this finish is home 
appliances. 

Housing. The first porcelain enam- 
el steel house was built by the Ferro 
Corp. in 1932 in a suburb of Cleve- 
land. Sheathed in porcelain enameled 
steel shingles, the house has weathered 
nearly 30 years and has never shown 
the need for paint, the Ferro people 
say. 

It is also said that owners of Lus- 
tron homes, built in the 1940s, are 
greatly satisfied with them. Low up- 
keep and easy cleaning are the rea- 
sons for their preference, the Ferro 
Corp. reported. 

How the new porcelain enameled 
materials for housing will be distri- 
buted was not revealed. Many observ- 
ers said that the costs of distribution 
was a major reason for the Lustron 
house debacle in 1950. 
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New FORMICA’ sare-BoNnD* 


It’s water resistant 
(Good for other jobs, too) 


anectlent ~s 


Get SAFE-BOND* 
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SAFE-BOND 





CONTACT CEMENT 





the versatile Contact Cement where you get FORMICA’ 


*Trade Mark 
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CRESTLINE 


shortest way 
to Millwork 
Profit! 


a MORE 


ew 


o CRESTLINE 


Make more on what you 
sell! Get greater markups on 
prices lower than your 
competitors. You get fast 
delivery and plenty of 

sales help from our Wausau 
mill. Write for more 
information today. 


IRE 


REMOVABLE Revel HUNG A 


WINDOW UN 
‘ 


REMOVABLE SLIDEBY 
WINDOW UNITS 


STACKING AWNING 
WINDOW UNITS 




















CASEMENT WINDOW UNITS 


PANEL AND SASH, SOLID 
CORE, BI-FOLD, LOUVER 
AND ‘ALUMINUM DOORS 


eT Wirite 
CRESTLINE! THE CRESTLINE COMPANY 
a WAUSAU, WIS., DEPT. A 


o—~——" (formerly The Silcrest Company) 
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New Grademark and Guarantee for 
Versabord Floor Underlayment 


TacomMa—tThe Silvatek division of 
the Weyerhaeuser Co. is now ship- 
ping its Versabord floor underlay- 
ment with imprinted “A-A” grade 
marking on the face, accompanied by 
a performance guarantee and appli- 
cation instructions. 

The circular design, indicating “A” 
grade face both sides, reflects the 
company’s quality control program 
for its particle board underlayment. 

Quality control for Versabord cov- 
ers raw material, moisture content, 
wood particle size, quality and mix 
of all ingredients and exact gauging 
of pressures, temperatures and times 
in the manufacturing process. Final 
sanding assures caliper tolerance of 
plus or minus .101 inch, an assurance 
that the finished floor will never tele- 
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graph joints and corners of the un- 
derlayment, the company reported. 
The guarantee is based on_ per- 
formance in over 80,000 homes, more 
than 24 million feet in actual use. 





1960 Dealer Conventions 


The latest listing of 1960 retail lum- 
ber association conventions has just 
been released by secretary Richard G. 
Breeden, Jr., Building Material Ex- 
hibitors’ Assn. Again, February will 
be the busiest month with four conven- 
tions in session simultaneously. Manu- 
facturers will exhibit their products for 
dealer study at all but four conventions. 


JANUARY 

12-13—Northwestern, Minneapolis Armory 
(W. H. Badeaux, aoemesery. 1013 Four th 
Ave., South, yey is). 

17- 21-"National A ssn. of Home Builders, Chi- 
cago, Conrad Hilton and Sherman hotels 
and a Ralph J. Johnson,  -« Vatond 
1625 L St., ashington, C.). 

18- aes Louisville, Kentucky hotel. 
(Donald A. Campbell, executive vice-pres., 


Lebanon). 

21- 23 West yas Clarksburg, Stonewall 
Jackson hotel. (Sherman Richards West, 
secre P. O. Box 230, Buckhannon). 

24- 27—Southwestern, Missouri, Kansas City, 
Municipal auditorium. (G. Kenneth Milli- 
ken, executive vice-pres., 512 gy Nation- 
al Bank Bldg., Kansas City, 

25-27—Northeastern, New York City, Statler 
hotel. (Paul S. Collier, executive vice-pres., 
Horace G. —s managing dir., 339 East 
Ave., Rocheste: Y.). 

FEBRUARY 

2-4—Michigan, Grand Rapids, Civic audi- 
pig onald J. Moe, secretary-manag- 

k of Lansing Blidg., Lansing). 

3- $T stadia Atlantic, New Jersey, Atlantic 

City, Chalfonte Haddon Hall. (Robert A. 
Jones, executive vice-pres., 1528 Walnut 
St., Philadelphia, Penna.). 
5-6 “Sou th Dakota, Sioux Falls, Coliseum. 
Hugh Robinson, secretary-treas., c/o In- 
poe Lumber Co., Sioux Falls). 
9- ji—siinete Chicago, Sherman hotel. (J. 
rthy, executive vice-pres., Edwin 
secretary, 410 S. 5th St., 


estern ree, Pittsburgh, Penn 
Sheraton hotel ry McCrea, secretary- 
manager, Plaza BY Pittsburgh). 
10-12—Intermountain ‘& untain States, 
Colo., Denver, Shitles:Savoy hotel. (C. W. 
Nortz, executive secretary, 432 S. Main 
s.. 5 Salt Lake City; 217 Colorado National 
Bidg., Denver). 

14- yt hg Memphis, Ellis auditori- 
um. (R. O. gat oe secretary-manager, 
711 Broadway, N. E., Knoxville). 

16-18—Western, Washin n, Spokane, Dav- 
enport hotel. *(Ross Kincaid, managing 
dir., 333 First West, Seattle, Wash.). 

16-18— Wisconsin, ilwaukee, auditorium. 
(H. P. McDermott, executive Iwaukee es 
501 Milwaukee Gas Co. Bldg., Milwau 

17-19—Nebraska, Omaha, Civic Bldg. (Phi 
Runion, secretary, 1026 Trust Bldg., fin 


In). 
17- *19_-Virginia, Fort Monroe, Old Point 
Comfort. (Harris Mitchell, secretary-man- 
ager, P. O. Box 7236, Richmond). 


23- ae Oe Columbus, Veterans Memorial 

Bldg. (Charles E. Benson, executive vice- 
pres. P. 
MARC 


. O. Box 196, Xenia). 


1-3—Indiana, Indianapolis. (Robert Craft, 
executive ipecretary, 2413 N. Meridian St., 


nea fenapol is). 
6-8— Dakota, Grand Forks. (Maynard 
A. Fick secretary, P. O. Box 534, Fargo). 
8- 10—Carolina, North Caroline. Asheville, 
Municipal F es a a (E. . Garner, 
Bide. O. Box 994, 114 Builders’ 
Charlotte N. C.). 


13:15 Montane, Butte, Civic Center. (Rob- 
ert J. Lawrence, manager, P. O. Box 
214, Helena). 

15-16—Iowa, Des Moines, Veterans’ Mem- 
orial auditorium. (W. H. Badeaux, secre- 
tary, 1912 Grand Ave., Des Moines). 
2-24—Louisiana, New Orleans, Jung hotel. 
(R. Needham Ball, 
528 Florida St., Baton Rouge). 

22-25—New Jerse yt 4 Atlantic city, Haddon 
Hall hotel. *(No exhibits). (Hugh O. 
En or managing dir., 1060 Broad St., 

ewar! 

30-Apr. 1—Mississippi, Biloxi, Buena Vista 
oe el. . B. Lemmons, secretary, oO. 

Box 1968, Jackson). 
APRIL 
Early—Arizona, Tucson. *(No_ exhibits). 
us R. Michaels, secretary-manager, 4740 
. Central Ave., Phoenix). 

10- n2—Texas, Austin. (Gene Ebersole, ex- 

ecutive vice-pres., 304 list Federal Sav- 
Bidg., Austin). 

19-2 —Southern Calif., Los Qneclee. Am- 
bassador hotel. *(Orri ton, 
executive vice-pres., 111 W. With St. m Suite 
1018, Los Angeles). 

21- 23—-Florida, Jacksonville, Robert Mey- 
er hotel. (No exhibits). (L. Vincent Ogle- 
tree, executive secretary, 2218 Edgewater 
Drive, Orlanda). 


» Lookout Mt. Tenn., Castle 
ouds. (No exhibits). (Herbert 
executive secretary, 610 Glenn 

op ieee St., N. W. Atlanta). 


executive vice-pres., 


The 1960 convention of the National Re- 
tail Lumber Dealers will be held in San 
Francisco, Calif., Nov. 12-13-14 and 15. 
*Tentative schedule, subject to change. 


1960 Convention 
Dates Still Pending 


Alabama. (Mrs. Mary K. Harless, execu- 
oe. ore 519 Stallings Bldg., Birm- 
ngham 

Arkansas. (E. DeMatt Henderson, secretary, 
727 Pyramid Bldg., Little Rock). 

Kansas. (Marvin Von Fan, "i Secretary, 
Farmers National Bank BI Salina). 
New York. (Whitney F. Harr s, secretary- 
manager, 5624 Grand Central Terminal, 

New York City). 

Northern Calif.” (Jack Pomeroy, executive 
vice-pres., 24 California St., San Fran- 
cisco). 

Oklahoma. (W. Morgan, secretary-man- 
ager, Leo eartt’ Bldg., Oklahoma City). 
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Know your AIM*... Pittsburgh Plate Glass does... 
Packaging Lumber Speeds Unloading and Handling 


The Pittsburgh Piate Glass Company of Henryetta, Oklahoma, is now 
receiving shipments of packaged lumber in box cars. This new technique 
speeds materials handling and permits important economies from time of 
arrival to production line use. (Idea No. U1-19) 


The lumber is packaged at the mill, then loaded into box cars and braced by 
the interlace securement method, using heavy-duty Acme Steel Strapping. 
Acme idea Man a OE The shipment arrives at Pittsburgh Plate Glass Company in excellent 


Sashag thin ei) condition, ready for fast unloading with mechanical handling equipment. 


ge ods eter : a Savings gained from mechanical unloading are further increased by production 
and eons economies. Formerly, lumber sizes were manually selected for production use. 
Ideas. & , Packaging the sizes of lumber in the sequence they will be used on the 


production line has eliminated manual handling. 


*Know your Acme idea Man. He will work with you to help improve 
handling of your incoming supplies. Call him at your nearest Acme Steel 
office or write Dept. ABU-119, Acme Steel Products Division, Acme Steel 
Company, Chicago 27, Illinois. In Canada, Acme Steel Company of Canada, 
Ltd., 743 Warden Ave., Toronto 13, Ontario. 


uel STEEL STRAPPING 
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offer your 
entt'customers 


sales appeal 
in the kitchen.:: 


Modo Mate 








INTERCHANGEABLE 
GAS or ELECTRIC OVENS 
and ° 
DOUBLE 
aE STHIN own 
RANGE TOPS sea 





36” RANGE TOP 30” FOUR UNIT 16” TWO UNIT MATCHING a 
WITH GRIDDLE RANGE TOP RANGE TOP MODEL 16” UNIT 





TENNESSEE STOVE WORKS 
CHATTANOOGA 1, TENNESSEE 


Visit us—Space 868, Coliseum, and Space 335, Hilton—-NAHB—Chicago 
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OF DURABLE 
ACRYLIC PLASTIC 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company .. . 
Your Products ... Your Service? The sign on your building is 
your “business card” to potential customers. No matter what you 
make or sell—a good front is an important business asset . . . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 
nations to choose from. 


Send Coupon for | PLASTICLES CORPORATION 
Mustrated Bulletin | SCHAEFER ROAD - Seaee ee MICH. 


Find out how you can identify your Mail Illustrated Sign Bulletin to... 


business with colorful Plasticles 








Sign Letters, Guaranteed not to ; Name_____ 

fade, chip or crack. Get complete A 

information on “what to look for | on. 

when buying sign letters.” | City PRBECES SS ss Zone State. rae eee 





hee mee oem REPRESENTATIVES IN PRINCIPAL CITIES ————o’ 

















Firms Expand and Merge 





Major Expansion for 
Keasbey & Mattison 


AMBLER, PENNA.—A _ new _ head- 
quarters building and a research and 
development center has been opened 
here by Keasbey & Mattison Co., 
manufacturers of asbestos, asphalt 
and heat insulating products. 

Robert R. Porter, president and 
board chairman, said the new build- 
ings complete the first phase of a 
major expansion program by K&M. 

The new research center is one of 
the most modern in the industry, with 
a thermal conductivity room, an arti- 
ficial climate room and separate labo- 
ratories for individual product re- 
search. 

K&M was founded in 1873. Plants 
for the firm are in Ambler; Perth 
Amboy, N.J.; Meredith, N.H.; St. 
Louis, Mo. and Santa Clara, Calif. 


* Thomas Industries, Inc., Louisville, 
Ky., announces the establishment of a 
new export department, which will mar- 
ket the products of each of the com- 
pany’s three major divisions on an in- 
ternational basis. 


* David White Instrument Co., Mil- 
waukee manufacturer of surveying in- 
struments, will construct an adminis- 
tration building at Menomonee Falls, 
Wis. Last month the firm reported plans 
for a second manufacturing plant now 
under construction in Berlin, Wis. Both 
buildings are scheduled for occupancy 
early next year. 


* National Gypsum Co. reports the 
completion of a major expansion of a 
plant in Savannah, Ga., said to be the 
largest gypsum plant in the world. The 
plant now has the capacity to produce 
enough gypsum wallboard, lath, plas- 
ter, and other products for some 100,- 
000 homes a year, says board chair- 
man Melvin H. Baker. 


¢ Skil Corp. announces the opening 
of a new Cincinnati, Ohio, branch. 
The Chicago power tool manufactur- 
er now has 33 factory branches in 
operation throughout the U. S. 


* Bermico Div. of Brown Co., Bos- 
ton, Mass., reports that warehouse fa- 
cilities of the new Bermico pipe plant 
in Birmingham, Ala., have been fully 
stocked with a complete line of Ber- 
mico fibre pipe and fittings for ship- 
ment to southern areas. The new Bir- 
mingham plant is expected to start 
manufacturing operations in Jan., 1960. 


* Colorite Plastics of New Jersey, Inc., 
Paterson, manufacturer of garden hose 
and sprinklers, announces it has 
launched a $500,000 expansion pro- 
gram on increase its production and 
research facilities. 
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This new Formica Selling Center should be on 
your wall. It is the starting point of sales that 
can trigger a chain of profits far beyond the sale 
of Formica laminated plastic sheets. 


This lady has been presold on Formica surfaces 
by colorful national advertising. The minimum 
sale she will initiate will involve Formica, ply- 
wood, contact bond adhesives, moldings and 
maybe some tools. More likely it will mean a 
complete new kitchen or bathroom and every- 
thing that goes into it, including Formica on 
the walls. 


es peak cerif 


Be sure you get genuine Formica. Look for 


FD-2064 
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this wash-off registered trade mark on the surface. 


~~ PROFITABLE 
: SALES! 





Today she will select the color swatches that she 
wants to try at home. She’ll take literature that 
will give her ideas — ideas that crystallize and 
magnify the ones she had when she came in. 


Will this sale be yours? 


Call your Formica distributor for complete in- 
formation on the new Selling Center. 


Write Formica for a folder titled “How to Make 
Money with Formica.” 


Formica Corporation, 4630 Spring Grove Ave., Cincinnati 32, Ohio 


FORMICA 


Lomnated*f as! 
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Your customers will appreciate this... 


“Andersen Windows 
give me maximum 
design variation’ 


says Illinois builder 


“1 get quick and easy installation with Andersen 
Windows,” says Mr. J. Fred Adams, builder of 12 to 14 houses a 
year, ranging from $17,000 to $30,000. “And no callbacks,” he 
adds. These are advantages your builders are vitally interested in! 























Show your buliders and their customers the Andersen 
Gliders—the picture windows that glide open sideways. Remov- 
able sash gives you added selling story. Versatile Gliders combine 
in numerous ways, including new Patio Wall! 


to homeowners. 

Andersen’s comprehensive line, readily available from 
complete distributor stocks, makes it downright easy for you 
to supply all windows, in the variety of styles and sizes, 
needed by your builders. 

Mr. J. Fred Adams, builder in Springfield, Illinois, ex- 
presses Andersen’s advantages this way: 

‘*‘In the Andersen line I find the range of styles and sizes 
so important in the expression of today’s freedom in design. 

**Andersen Windows have given me a boost in building and 
design work. A maximum in design variation that’s important 


\ 7 ariety is the spice that sells. Windows to builders. Houses 


ANDERSEN CORPORATION °* 





Andersen \Windowalls: 


BAYPORT, MINNESOTA 


Andersen Fiexivent® and Beauty-Line Windows give 
pleasing design variation to this Adams-built home. Window 
corners give extra cheeriness and spaciousness. Help your builders 
put maximum livability in their homes—with Andersen Windows, 


for project use. With these windows you may give true archi- 
tectural expression to traditional or contemporary styling.” 

Versatility. Unlimited combinations. Ready availability of 
all sizes. These are designing and building benefits you offer 
builders with Andersen’s comprehensive line. (1) Casements 
(2) Gliding Windows (3) Pressure Seal double hung Win- 
dows (4) Flexivents ® (5) Strutwalls* (6) Beauty-Line Windows 
(7) Basement Windows. 

Sell more windows. Sell Andersen Windows. Find out how 
their 55-year reputation for quality, their variety, their ver- 
satility will benefit you. Check with your Andersen distributor. 
Or write Andersen direct. 
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let it rain... 
let it snow... 





x 


what’s a little moisture, to 
INSULITE SHEATHING! 














Stack it outdoors, uncovered... 
save time, space, work, expense! 


Just figure out how much money you can save 
by opening up, say, 1000 cubic feet of inside 
storage space. Add to that the labor cost of 
rehandling an equivalent amount of sheathing. 
Now add something for the extra satisfaction of 
your builders, who can also save a lot by out- 
door storage of materials. That’s what Insulite 
Sheathing, stacked outdoors, is worth to you! 

Even in fair weather, this no-fuss storage is a 
wonderful boon to any lumber dealer. But in 
case of rain or snow—when other materials must 
be given elaborate protection—your outdoor 
stacks of Bildrite and Graylite are worth even 


sells easy...sells fast...makes resales 


INSULITE 


ildrite and Graylite Sheathing 








] tie. 


Divisi 














We built a Bildrite goldfish bowl to prove the 
point that Insulite sheathings are really water-resist- 
ant. And yet, it’s a remarkable fact that moisture 
vapor passes through these asphalt-impregnated boards 
—helping to maintain dry wale and excellent insulation. 


» Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 


INSULITE, BILORITE AND GRAYLITE ARE REG. T.M.'S, U.S. PAT. OFF 
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more. These materials are asphalt impregnated 
. . . Shed water perfectly. No warpage. No 
waste. No worry. 

Most important of all, though, is the fact 
that good builders everywhere are intensely 
loyal to Bildrite and Graylite sheathing. They 
know that Insulite products make stronger, 
warmer homes . . . are applied up to 40% faster 
than lumber . . . and give home buyers lifetime 
satisfaction. 

Want special information on Bildrite or 
Graylite? Write us—Insulite, Minneapolis 2, 
Minnesota. 














Easy sa » easy nailing are two more features 
that your builders like about Bildrite and Graylite. 
And with either 4’x8’ Bildrite or new Graylite XXX, 
bracing strength is so high that no corner bracing is 
needed, This, alone, saves up to $25 on any home. 














for my pipe service 

department ...it threads th" 0 2’’ pipe 
with just 1 Universal Die Head 

and 2 Sets of Dies. 


Looks good, does better. Perfect cutting, reaming, 
threading fast . . . and easy! Three tools operate 
independently . . . swing up out of the way for 
short pipe chucking from front. Slip-proof Speed 
Chuck is a great per- 
former. Concealed oil 
system, automatic shut- 
off nozzle. Quick-opening 
die head sets to size right 
in machine. Power?. . . 
RiGaI>-built motor 
handles 2” pipe, conduit, 
bolt, rod—and 12” geared 
tools easily. Try it, com- 
pare it... and you'll 
understand why it’s so 
handy for pipe service! 
Leg and wheel stands 
available. At your Hard- 
ware Wholesalers. 




















as 
The Ridge Tool Company = | \ 
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Elyria, Ohio, U.S.A. 


HH 


THREADED PIPE... it’s Best... Costs Less! 


It's Tight... 
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Service 
USE} 


NUMBERS 


FOR YOU 







“SAFE” black hammered, rustproof 
aluminum numbers assure a lifetime 
of customer satisfaction — just show 
‘em to sell ‘em. — 


@ Rugged green, black and white display 
box retains its eye appeal for many, 
many months. 


@ Requires only 92” x 13” of counter space. 


@ Refill stock is immediately available; spec- 
ify ALH 2880-1D. Pica 


@ Weighs 4% lbs. 


@ 100 numbers (10 each, “1” thru “0”); spec- 
ify ALH 2880D-1D for display with numbers. : 


ooo’ 


@ Suggested retail price: 
21¢ each. Total value: $21.00. 








\ You pay only for the numbers. i 


Order Freda Jobber. 


intl 
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SAFE PADLOCK AND HARDWARE CO. 
LANCASTER, PA. 
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Footprints — One careless Discoloration— Moisture, dirt, grime Poor figuring when you spoil this Surface marring can make 
step costs you money! mar exposed surfaces of fir finish. scratch pad. Pencil pressure mars. this lumber hard to sell. 


Georgia-Pé 
packas 








Now you can sell mill-fresh fir finish lumber! 
Georgia-Pacific protects this superb lumber 

ith lastic- , heat-sealed packaging. 
with new plastic-coated, heat-sealed packaging GEORGIA-PACIFIC 
Redwood & Plywood + Lumber & Hardboard + Pulp & Paper 
Dept. ALBP, 1159 Equitable Bidg., Portland, Ore. 


Send information on Packaged Fir Finish 


Stays bright in color; clean, unmarked, dry. 


Safe to store at yard or job site. 





e Easy to handle, easy to inventory. 

e Easy to open for one-piece removal. a ein eee e = asi BaN, ire rs 
e Available in wide range of sizes and lengths. OE eee eee: ee ees 
Call your local G-P source or write today. ee , Bese! at 


eeeereeeeeeeeeeeeeeeeeeeeees 
eeeereeee ee eee eeeeeeeeeeeee 


ceeereeeeeer eee eereeeeeeeeeeeeeeeeeeeeeeeee 
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A Small-City (> Dealer in Transition 


Facing Up To A 


CHANGING 
HOME MARKET 


* For many years, small-city lumber dealers have controlled the quality 
custom-home markets in their communities. While this has been and 
still is a stable and profitable business, it often sent not ha room 
for dealer growth. 


¢ At the same time, low-cost speculative vical is needed in many 
small cities. If local dealers do not step into this market, it will probably 
go to ambitious outsiders—or the government. The result will be a loss 
to local dealers and contractors and probably a poor house value for 
the homebuyer. 


* To change from a oustom-home business to low-cost speculation 
means a revamp in dealer attitudes and operations. Certain niceties of 
housing must usually be discarded—such as variation in design from 
house to house. And it usually means that new methods such as yard 
fabrication of wall paige and roof trusses must be used. ; 


¢ The custom-home vs. speculative low-cost home problem is now fac- 
ing Hagerstown (Md.) Lumber Co., a firm which has been dominant 
in land development, home planning and services since its beginning 
in 1921. Hagerstown Lumber has not solved this problem, but it is well 
on its way. The Hagerstown story, told on the following pages, isn’t 
finished. But it does show how one dealer in a typical sm city is meet- 
_ing new challenges which eventually must be met in almost every com- 
munity above 25,000. 
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) Lumber Co. 


Contractor (left above) poses with J. Lee Mullendore, vice-president and E. A. Lakin, presi- 
dent of the lumber company. Lakin and Mullendore have also developed other projects for 


houses in the $11,000 bracket. 


THE BIG QUESTION 
IS THIS: Doesn't 
Hagerstown also need 
housing like the one 
pictured at right, 


Carport — Slight 
Additional Cost 





which is built in Dela- 











ware fo sell for 





$8,250? 


Although the Hagerstown (Md.) Lumber Co. has de- 
signed, sold and obtained land and financing for thou- 
sands of houses in the medium and high-price classes, 
each house has been sold on a custom basis. This means 
that savings from mass production has not been fully 
realized in the Hagerstown market. 

The sketch above is from a folder which advertises 


Meadowview, a metropolitan suburban tract near New- 
ark, Del., which has attracted Hagerstown Lumber offi- 
cials as a possible guide for future development in their 
market. The lumber firm has already signed up with the 
Lumber Dealers Research Council to manufacture Lu-Re- 
Co components for possible speculative work in the low- 
cost field. Turn the page for their story. 
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A Small-City J, 


HAGERSTOWN, MARYLAND. 
ROUNDWORK is being laid 
here for what could become a 

model low-cost housing program for 
dealers in many areas. 

Faced with a changing building 
market characterized by an increas- 
ing need for homes in the $9,000 to 
$11,000 range, Hagerstown Lumber 
Co. is developing a complete new 
program to meet this challenge 

Heavily committed to land devel- 
opment and home building programs 
based on _ contractor construction 
since 1942, the firm is entering com- 
ponent fabrication using the Lu-Re- 
Co (Lumber Dealers Research Coun- 
cil) system. 

House plans, based on Lu-Re-Co 
models, are on the drafting boards. 
Jigs are being set up. Suitable land, 
inexpensive enough for low-cost 
homes, is being considered as this is 
written. 

Not all details are settled. The im- 
portant question of whether to de- 


A BIG STEP toward new 
growth for Hagerstown 
(Md.) Lumber Co. is intro- 
duction of the Lu-Re-Co 
building system to the area. 
Jigs are now being set up 
in the Hagerstown Lumber 
yard for making wall panels 
and roof trusses. 

lee Mullendore (right) in- 
spects Lu-Re-Co plan made 
by firm's planning depart- 
ment. 


(Begins on Page 40) 


velop a separate organization to direct 
the program or use existing personnel 
is unanswered. It is not a sure bet 
that Lu-Re-Co. components will an- 
swer the firm’s needs. And to switch 
one’s habits and principles after 30 
years of custom home planning is no 
easy trick. 

But one thing is certain: a dealer 
practicing DSC (Dealer Sales Con- 
trol) whose name has long been syno- 
nymous with quality homes and whose 
primary experience has been with 
middle and top. bracket custom 
homes, is squarely facing up to the 
challenge of changing market de- 
mands with fresh solutions tailored to 
meet them. 

This is a challenge which must be 
met, sooner or later, in hundreds of 
small cities. 

Hagerstown Lumber’s two princi- 
pals are convinced that the dealer 
must remain in control, no matter 
what changes are needed. E. A. Lakin, 
president and founder in 1921 and J. 


Dealer in Transition 


Lee Mullendore, executive vice-pres- 
ident who joined Lakin as his secre- 
tary the same year, feel strongly 
about “DSC”—Dealer Sales Control. 

“The lumber dealer cannot be in 
business selling lumber at a penny a 
foot profit,” Mullendore said. “He 
must provide a one-stop building 
headquarters for contractors and con- 
sumers, which includes the special 
services necessary to permit a fair 
profit both for himself and the con- 
tractor” 

The firm’s 17-year history of land 
development success, its home build- 
ing programs with contractors and 
its current move into component 
manufacturing impressively support 
his view. 

Changing area. Metropolitan Ha- 
gerstown, a growing farm and indus- 
trial market area of 61,000, lies in 
hill country hedged with woods, cut 
with rock and red clay. It is rich in 
Civil War history; Antietam and Get- 
tysburg are nearby. 











Hagerstown’s slow but _ steady 
growth is marked with fluctuations 
typical of other small cities which 
have attracted large industry in recent 
years. An example in Hagerstown is 
Fairchild Aircraft, the city’s largest 
employer, which halved its work 
force last year from 10,000 to 5,000. 
Effects of this move are beginning 
to be felt today in the building mar- 
ket. 

The dip in employment this year 
caused Hagerstown Lumber to con- 
sider a low-cost housing program now. 
But the long-range need has been 
anticipated for some time. 

Besides component wall panels and 
roof trusses, the firm will continue 
to control the house package, no mat- 
ter what price home. Local contrac- 
tors will continue to build the homes 
which Hagerstown Lumber designs 
and sells. Planned land development 
will add a land profit for the firm. 


Current activity. Despite a building 
market dip this year Hagerstown 





































SCENE IN 1942 shows one of first full-fledged subdivisons developed by Hagerstown 
Lumber Co. The principals of lumberyard had been active in smaller parcels of build- 
ing land since the early 1920s. Construction is by contractor customers. Newest 
quality project is an 118-lot tract, Spring Valley. Project for the future, now in plan- 
ning, will be for homes under $10,000. 


Lumber’s older land development and 
building programs are going ahead. 

Mullendore explained that the firm 
currently has 25 custom-designed 








homes in various stages of comple- 
tion on individual lots in surrounding 
areas. The lumberyard supplies land, 
materials, design and the complete 
package of materials. Labor is by 
contractor customers. 


Hagerstown Lumber handles about 
50 such home packages a year on 
land it owns, largely on land it de- 
velops. Spring Valley, a 118-lot, 68- 
acre development for custom homes 
in the $22,000 to $50,000 range on 
the city’s outskirts, is being built at a 
rate which should see it completed in 
several years. Development, including 
streets and curbs, was finished last 
year. Ten homes are built so far, 
eight completed and occupied, two 
nearing completion. Contractors 
building in the area are now bidding 
on more new homes to be built there. 


A three-year option for an addi- 
tional 90 acres adjoining Spring Val- 
ley is held by Hagerstown Lumber. 

Fairgreen Acres, a 150-home de- 
velopment in the $12,000 to $15,000 
bracket is virtually completed. Foun- 
tainhead Estates, a long-completed 
250-home top-quality section skirting 
The Fountainhead Country Club; No- 
land Gardens, a 40-lot section in the 
$12,000 to $16,000 category now be- 
ing built; and Mountain View, a 34- 
lot development in the $10,500 class 
nearing completion; and scattered 
small sections and lots complete Ha- 
gerstown’s land development picture. 
Actually, the firm’s land develop- 
ment quest in its low-cost housing 
program would be simplified greatly 
if more land such as they bought for 
Mountain View was available. It is 
land inexpensive to develop, making 
it ideal for low-cost housing. 

For all housing, basic house plans 
are shown customers as a_ Starting 
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point. After preliminary discussion 
based on a standard plan, the firm’s 
draftsman modifies the plan to suit 
the customer’s specific needs to pro- 
vide what amounts to a custom de- 
signed house. As soon as a definite 
plan is agreed upon, drawings giv- 
ing front elevation and floor plan are 
made. Once these are approved by the 
customer, complete plans are drawn 
and bids let to contractors whose 
work best coincide with the price and 
type house to be built. 


Rising Land Costs: 


As discussed in the accompanying 
article, the folks at Hagerstown Lum- 
ber Co. realize that for every $1,000 
you reduce the price of a house, you 
open up a new wave of prospective 
buyers. 

But in Hagerstown, as elsewhere, 
the spiraling cost of suitable residen- 
tial land makes it increasingly difficult 
to build lost-cost homes. 

An old “rule of thumb” was that 
land should not be more than 10% of 
the total house package. Today the 
figure often is 20% and it is still rising. 

The untapped market in Hagers- 


Lakin and Mullendore are confi- 
dent of the future for dealers prac- 
ticing DSC (Dealer Sales Control). 
Although they don’t yet know how 
successful their low-cost housing pro- 
gram will be, they do know they can’t 
sit still and continue to maintain 
profitable, growing business. They 
know they must continue to seek new 
areas in which to apply controlled 
sales if they are to continue to grow 
and keep pace with changing market 
conditions 


The Big Problem 


town, as well as in many other com- 
munities, is for a house under $10,000. 
When the lot for that house goes 
above $2,000, many experts say that 
it becomes an unsound venture. The 
problem is aggravated in Hagerstown 
because of the area’s rolling and rocky 
terrain. 

And yet, the need for lower cost 
homes must be met. Outsiders will 
meet it if local dealers sit idly by 
The tentative answers: More cost-sav- 
ing through fabrication at the yard, 
together with controlled and efficient 
land development. 






KAISER ALUMINUM 


BACKS UP 
ITS DEALERS! 


1. 3 Great New Roofing Products 


DIAMOND-RIB* —The first truly different aluminum roofing! Ribbed for strength, 
diamond embossed for added sales appeal. Standard lengths from 6’ to 16’ cover a net 
48” width after lapping. 

GREEN DIAMOND-RIB—AIl the features of regular Diamond-Rib plus neutral green 


color-primed treatment on both sides! Use it as is for scores of residential or commer- 
cial applications, or paint it any color with just one coat—no primer needed. 


LONGER, WIDER CORRUGATED—Stucco embossed, 2%” corrugated sheets in the 
popular .019” thickness! Lengths from 6’ to 16’ cover a net 48” width after lapping. 


2. Dealer-Minded Sales Policies 


30-YEAR WARRANTY-—Offers positive proof to your customers that Kaiser Alumi- 
num Diamond-Rib and Green Diamond-Rib sheets are protected against corrosion 
for farm and residential use. 


ON-THE-SPOT REPLACEMENT — Lets you make immediate replacement of any de- 
fective material up to $50 value. You determine the adjustment—you make replace- 


ment on the spot. 

SALES HELPS—Our responsibilities just begin when a dealer puts Kaiser Aluminum 
material into stock: national advertising. .. local announcement ads for new dealers 
.. «help on your “open house”. . . personalized direct mail . . . free building plans and 
display rack ... sales help on your customer calls... plus many more! 


3. Reliable Wholesalers Everywhere 


NO SUPPLY PROBLEMS when you stock Kaiser Aluminum roofing products. Ade- 
quate stocks are a requisite for all of our wholesale distributors. What’s more, every 
Kaiser Aluminum wholesaler is selected to serve his dealers—not compete with them! 


Don’t settle for less! Get all the facts from your Kaiser Aluminum Building Products 
distributor or sales representative. Kaiser Aluminum & Chemical Sales, Inc., 1924 
Broadway, Oakland 12, Calif. 


*Trademark 
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30 YEAR WARRANTY 


Diamond-Rib Roofing 








30 YEAR WARRANTY 





KAISER ALUMINUM BUILDING PRODUCT 


e Diamond-Rib roofing —regular and green 
e Extra-wide, extra-long corrugated sheets 
e Standard V-crimp and corrugated roofing 
@ Roll Valley Flashing 

e Nails—for roofing, siding, all exterior uses 
e Foil Insulation and Vapor Barrier 


e Rain carrying equipment — gutters, 
downspouts, etc. 


e ShadeScreen 
e ShadeScreen extruded frame sections 








— plus — 


@ NEW profit-making lines to be 
introduced at the NRLDA Convention! 





eecs 


AERIAL VIEW of new Lumber Mart, cash-and-carry retail yard estab- 
lished near Dayton, Ohio, by Requarth Lumber Co., old-time lumber 


and millwork firm. 


Veteran Dealer Enters Cash-Carry War; 
Big Builders to Pickup at Trackside 


Ohio lumber company takes the view: If you can't lick ‘em, 
join ‘em. Direct-mail campaign will reach out to 65,000 farm 
and consumer prospects. Suppliers and manufacturers solic- 


ited to advertise in dealer's direct-mail piece. 


DayYTON, OHio. 
HE REQUARTH LUMBER CO., 
a firm steeped in 99 years of tra- 
ditional operation, opened a 40,000 
square foot cash-and-carry branch in 
suburban Kettering last month. More 
than 2,000 people visited the firm’s 
new Lumber Mart the first day, at- 
tracted by teaser ads and radio spots, 
each offering a “pre-opening special.” 
Theme of the ads was: “This is not 
a sale, These are our every-day ‘Lots 
Mores for Less Money’ prices. Our 
products are first-quality, nationally- 
known brands and all grades are ac- 
curately stated.” 
Thus a time-honored name in the 
retail lumber industry is out to beat 
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cash-and-carry competition. This busi- 
ness method has been highly success- 
ful for some dealers in many parts 
of the country. 

Requarth aims to get tract builders 
to pick up their own carload orders 
at the Lumber Mart. Another aim is 
to bring in farm customers from a 
wide area—modern farmers who buy 
in quantity and have their own trans- 
portation. 

A 24-hour staff handles the Lum- 
ber Mart. As is the custom with most 
cash-and-carry outlets, customer or- 
ders are written in advance at the 
counter. A salesman or loader accom- 
panies the customer as he drives his 
own truck or car to the proper load- 


ing area or makes arrangements for 
delivery at a desk maintained by a 
truck hauler. 

The 4,480 square foot salesroom 
has free-standing and builtin displays 
of hardware, various pre-assembled 
units, lumber and moldings. A com- 
plete paint department is in one cor- 
ner. 

Behind the order counter is a green 
chalkboard, which lists current lum- 
ber and material prices. An inter-com 
keeps personnel in touch with all 
parts of the warehouse (400’x60”), ex- 
terior loading areas and the loading 
shed. 

Contract unloading. Incoming freight 
cars are unloaded on a contract basis 
by Freight Handlers, Inc., Cleveland. 
Bulk and palletized materials are han- 
dled by lift truck out of the box cars 
from the loading platform and ramp in 
the southeast corner of the yard. 

Molding is loaded at one ware- 
house door, windows and doors at 
another; plywood, roofing, gypsum 
lath at others. Prefinished items are 
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hand-loaded. Only dimension lumber, 
ready-to-go materials or preassembled 
units are sold by the Lumber Mart. 
There is no custom cutting. 

Plan direct mail. Manufacturers 
and distributors are being solicited 
for ads in an eight-page tabloid mail- 
ing piece which the Lumber Mart 
will issue three or four times annual- 


y. 

The Lumber Mart’s ad agency will 
handle all or any part of ad prepara- 
tion for advertisers. The agency will 
prepare complete ads or special art- 
work for ads for 15% commission 
above cost. 

Three of the eight pages will be 
printed in red and black and four 
pages in black and white. Ads will not 
be accepted for placement on the two- 
color front page of the price list. The 
mailing will go te 65,000 builders, 
contractors, sub-contractors and farm- 
ers. 
A full-page ad will cost $446; a 
two-color page in red and black, $552. 

(continued on page 48) 


ANSWER 


The LUMBER MART, Inc. 
1970 East Dorothy Lane 
Dayton (Kettering) 29 * Ohio 
Lots More for Less Money 


Pre-Opening Cash & Carry Specials 
Now Available .. . Drive Out and See! 





TEASER AD, complete with upside- 
down copy, was published in the 
local papers before the official 
opening. 


FIRST-DAY CUSTOMER is greeted 
by H. A. Requarth, center, vice- 
president of Lumber Mart, and Earl 
L. Requarth, president of Lumber 
Mart and of its parent, Requarth 
Lumber Co. 


JIM HALTERMAN, left, general manager 
of Lumber Mart, talks with Findley M. 
Torrence, board chairman of the Ohio 
Association of Retail Lumber Dealers, 
and with ad man Patrick Irelan. Halter- 
man was formerly with Wickes Lumber 
Co., one of the nation’s leading cash- 
and-carry chains. 


DAILY PRICES are listed back of the order counter on this chalk-board. Em- 
phasis is made on following market fluctuations. 


SPACE-SAVING RACKS in the salesroom are used to display hardware 
and other materials. 
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COUNT Of 
SHURE-SET 


Drill 


Adapter 


Contractor Model 


R-275 
Consumer 


Model 


Sales-building 
tools for 
contractors and 
do-it-yourselfers 








The new name for profit and 
repeat business in alert building 
supply and lumber dealer circles 
is Shure-Set/ A revolutionary 
hammer-in (no cartridge required) 
fastening tool with a multitude 

of uses, Shure-Set is the fast, 
easy way to set threaded studs 
or drive pins into concrete, 
masonry or thin metal. And once 
a tool is sold, you're assured 

of rapid repeat orders for 
high-profit fasteners. 

The two models shown here, plus 
a compact series of austempered 
Shure-Set fasteners, provide 

the answer to contractors’ and 
home handymens'’ light fastening 
problems. Get into the Shure-Set 
program for top profit on 
fastening business—write for 
complete information now! 


ShAure-Set° HAMMER-IN FASTENING TOOLS 


WINCHESTER-WESTERN DIV. 


MADE BY 


OLIN MATHIESON CHEMICAL CORPORATION 


276-K WINCHESTER AVENUE + NEW HAVEN 4, CONNECTICUT 
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CASH AND CARRY 
(begins on page 46) 





Smallest space available will be one- 
eighth page costing $55.75. 

James E. Halterman, who worked 
in one of the nation’s cash-and-carry 
giants, is manager of the Lumber 
Mart. 

National brands. Among the brands 
featured by Lumber Mart are Van- 
guard Paints, Nu-Wood products, 
Thompson doors, Ply-Welsh paneling, 
Weldwood plywood, Harloc hard- 
ware, Tassel cabinet hardware, Cer- 
tain-teed products, Ruberoid, Crest- 
line millwork, Ridge overhead garage 
doors and United States Gypsum 
products. 


SPIB Glued Lumber 
Standards Proposed 

New Or_eans—tThe Southern Pine 
Inspection Bureau plans to publish 
SPIB Glued Lumber Standards for all 
items of end-glued, edge-glued and 
face-glued Southern Pine. 

A preliminary draft of the pro- 
posed standards has been produced. 
Copies are available upon request 
from Mr. Brady Belcher, chairman of 
the Southern Pine Inspection Bu- 
reau, New Orleans, La. 


H. W. Prentis, Jr., Dies 


LANCASTER, 
PENNA. — H en- 
ning W. Prentis, 

Jr., chairman of 

the board of 

Armstrong Cork 

Co. and a nation- 

ally known indus- 

trial and_ civic 

leader died here 

October 26 of a 

cerebral thrombo- 4H. W. Prentis, Jr. 
sis. He was 75 years of age. 

Mr. Prentis achieved world renown 
as chief architect and designer of the 
Armstrong Cork Co. as it is known 
today and for his public service con- 
tributions. He joined Armstrong Cork 
Co. in 1907 as assistant to the mana- 
ger of the insulation division. He was 
president of the company from 1934 
until 1950 when he was elected chair- 
man of the board. 


Housing Costs Up 

WASHINGTON, D. C.—According to 
Census Bureau estimates, the average 
cost of building a single-family dwell- 
ing was at a record high of $13,750 
during May, the last month for which 
figures are available. 

The comparable year-ago cost was 
$13,150 and the 1958 average was 
$12,950. The estimate does not in- 
clude land or sales costs. 
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NEW 
PATENTED 
INTERLOCKING 


METAL 
BUILDING 
UNITS 


SKY-SCRAPER CONSTRUCTION 
FOR ALL SMALL BUILDINGS... 


At last! After 12 years of exhaustive research and testing an 
ALL-METAL building that out-wears, out-looks, and out-saves 
all other types of construction! Allegheny Building Units, Inc., 
has developed and patented an interlocking method for complete 
metal construction that is so simple and so sturdy that it 
promises to revolutionize the entire light construction industry! 
Truly “sky-scraper” construction and strength at the small build- 
ing level. Allegheny offers; Homes, 
Garages, Utility Buildings, Barns, 
small Commercial Buildings, etc., in 
a choice of three basic metals, gal- 
vanized steel, aluminized steel and 
aluminum. Write today for details 
about available dealership. 


10 BIG OUTSTANDING 
ALLEGHENY FEATURES 


e 20% Lower Cost! 

e Demountable or Permanent! 

e No Material Waste! 

e No Fancy Tools Necessary! 

e Highly Resistant to Weather 
Damage! 

e Fire Resistant! 

e Simple, Speedy Construc- 
tion! 


e Up to 314 Times More 
Strength! 

e Complete or Partial Metal 
Construction! 


PARTIAL PACKAGES FOR 


Special “packages” of Allegheny’s 
all-weather roofing or siding that 
can be adapted to standard con- 


struction are available separately. 
Your choice of baked-on enamel 
finishes to match most colors. 


BUILDING 
UNITS, INC. 400 MORRIS AVE. + LONG BRANCH, N. J. 


Circle No. 117 on Handy Cover Card 
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BRAND 


TREATED! 
i 


REDUCES PAINT REQUIREMENTS 


Noyo treated siding needs no back-priming on 
the job site. Paint flows on easier, covers more 
because oils are held in the paint coat and not 
absorbed by the wood. 

@ IMROVES NATURAL WEATHERING 

@ INCREASES RESISTANCE TO MILDEW 


@ PROTECTS AGAINST WARPING, SPLITTING, 
SHRINKING, SWELLING, SPOTTING, STAINING 


If your customers build in wet weather, stock 
and sell Noyo Water Repellent Mill Treated 
Siding. Contact your Union Lumber Company 
redwood source today! 


© CERTIFIED KILN DRIED 
® CHOICE OF PATTERNS 


wf ® CHOICE OF GRAIN 


UNion | LUMBER COMPANY 


TREE FARMERS AND MANUFACTURERS 
FORT BRAGG - CALIFORNIA 


SAN FRANCISCO PARK RIDGE, ILL. 
LOS ANGELES NEW YORK 


? Sales Representatives Throughout the Nation 


Member California Redwood Association 
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FAST-MOVING INVENTORY of a new house paint is shown by 
Mrs. Adrienne Michelet, paint department assistant at Builders 
Lumber Co., Moline, Ill. She divides her time between paint and 


hardware sales. 


TIE-IN SALES with the new paint include burning torch and 
electric paint remover, nylon brushes, wire brush, plastic drop 
cloth for protecting brushes and sanding block. They'll run 


$12 or more for a $50 paint sale. 


They Stood in Line to Buy 
This New House Paint 


Water-thinned paint with plastic base has many claimed 
advantages that bring customers running. Here's how an Illi- 
nois lumber dealer gets 20-time turnover on the new paint. 


MOLINE, ILL. 

VERY WORKING DAY since 

May, Builders Lumber Co. has 
sold at least one house job of a new, 
acrylic outside house paint. 

Up to late October the firm’s paint 
department had sold about 600 gal- 
lons of the new product at $45-$50 
per sale, plus $12-$15 for accessory 
items. 

Not available early this year, the 
firm’s gross 1959 sales volume of this 
new product will exceed 10% of the 
paint department total sales. 

“At first we actually had more 
orders for the new paint than we 


50 





could supply. You might say that 
people were standing in line for it,” 
said Tom Glancy, paint department 
manager. “We had to take names 
and phone numbers so we could noti- 
fy people when we received new ship- 
ments.” 

Du Pont’s Lucite acrylic house 
paint was introduced last May in a 
national consumer advertising cam- 
paign. It is a water-thinned plastic- 
based product. Du Pont claims that 
it lasts 50% longer than oil house 
paints; that it can be applied over 
damp surfaces; solves blistering prob- 


lems; dries in 30 minutes to a tough 
weather-resistant film. The product 
appears to be an answer to metal 
sidings with baked enamel finishes 
and may keep wood siding competi- 
tive with these newcomers. 

Markets. Builders Lumber so far 
has sold 75% of its Lucite paint to 
homeowners. The balance is to small- 
volume paint contractors. “I know 
that we have picked up five painters 
we hadn’t sold before,” Glancy said. 

The new paint is also a natural for 
big-volume painters, Glancy said, but 
they are qualified to buy direct from 
the manufacturer’s warehouse. Build- 
ers Lumber is a full-line Du Pont 
paint dealer and the largest in the 
Quad Cities area, but can buy no 
better than the large painting con- 
tractor-distributors. 

The lumber company has one con- 
solation, however. It has a_ built-in 
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FLOYD ODELL, general manager of Builders Lumber, left, with paint manager Tom 
Glancy. They got the jump on competition by introducing new acrylic house paint 
last May. Firm is a leading paint retailer in the Quad Cities. 





SEE 


market for the new paint in the 100 Du Pont 
houses per year sold by its home ACRYLIC 





planning department; three out of W% LASTS 50% LONGER than regular House Paint 
J 26 . » nai H . you don’t have to repaint for veors! 
four of these houses are painted with New Du Pont sk SOLVES BLISTERING PROBLEMS... used with COLOR 
the lumberyard’s choice. Since May C i’ Du Pont No 38 primer on new or unpainted AD 
the firm has used the new acrylic LU IT wood ! 
Wt EASIEST PAINT TO APPLY .. . thins with water ON 


product for these house jobs. r Ms ene cag de 
Creating demand. To launch the ACRYLIC 8 goed or celina gala a 
product last May, the manufacturer # DRIES IN 30 MINUTES ., . se you can repaint PAGE 


“ its ationg ising H the same day! 
augmented its national advertising ouse aint Du Pont No. 38 PRIMER 25 


with local TV time in Moline and 
F ‘sili iene r Gallon 
We tie nie aba bit of adver- LASTS 50% coe en ACHE MOUSE — pain 
tising by Du Pont,” Glancy said. “If LONGER! ONLY $8.21 Per Gallon 
they run a Lucite house paint ad in 7 OPEN MONDAY 
our paper, we run an ad of our own on " eaaeitincs THROUGH SATURDAY 
the same page. The newspaper has or- ee UNTH 5 P.M. 
ders to tell us when Du Pont advertis- % AMPLE PARKING 
ing is coming up.” 

Builders Lumber invests about 1% 
of total sales in various kinds of ad- 
vertising. The paint department in- 
vests 2% of its sales in advertising. 

Since May all of the paint de- a 
partment's ads have promoted the 4101 23rd AVENUE PHONE 4-2457 © MOLINE, ILLINOIS 
acrylic product. Du Pont offers a co- 
Op program based on_ purchases, 
matching Builders Lumber’s _invest- INTRODUCTORY AD CAMPAIGN on builder's page by lumberyard made reference to 
ments in promotion. This year Du larger two-color ad by manufacturer in same newspaper. Builders Lumber uses man- 


Pont’s co-op share figures out to ufacturer'’s co-op ad allowances, based on sales. 
(continued on next page) 
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LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 





For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Block patierns. Custom kiln drying. Upper grades 
Herd Maple and Birch lumber, rough. 








Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mille at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Herdwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 


Circle No. 116 on Handy Cover Card 
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EYE-CATCHING STORE of Builders Lumber is ideal for consumer trade. Housewives, 
who are important paint buyers, like to shop in modern atmosphere. 





HOUSE PAINT 
(begins on page 52) 





about a third of the total paint 
advertising bill. This is because the 
lumberyard has invested more than 
its pre-agreed share. 

“All our advertising on Lucite was 
successful immediately,” Glancy said. 

Sales training. “To alert everyone 
in the yard on the new paint we have 
held training meetings, telling how to 
sell it, apply it, what it will do and 
what it will not do,” Glancy said. 

He urges his salespeople to take 
ample time to explain how to apply 
the new paint. 

“This product takes more explana- 
tion than the oil based paints,” he 
pointed out. “We explain the im- 
portant parts of the application di- 
rections printed on the can label. You 
have to use the special oil-based prim- 
er on new wood and you must re- 
move the old paint on re-paint jobs. 
Then you can put on the new water- 
thinned paint and it will do a good 
job.” 

Builders Lumber has also staged 
four educational meetings for con- 
tractors on the new paint, held in 
the yard’s 95-seat assembly room. 
Manufacturer representatives helped 
with these meetings. Films and dem- 
onstrations were used. 

At the beginning, yard personnel 
were told to record street addresses 
where the new product was used. This 
list helped to sell new customers. 

Glancy is aided in the paint de- 
partment by Mrs. Adreinne Miche- 
let, who divides her time between 
paint and hardware. 


Operating policies. Builders Lum- 
ber buys paint in the 250-gallon 
bracket, earns an extra 242% dis- 
count. The retail price is maintained 
at the suggested $8.21 per gallon, ex- 
cept for the brief introductory period 
last May when it was marked down to 
$7.59. Discounts, standard in the area, 
are allowed to contractors. 

The dealer’s inventory is not large 
because a manufacturer’s warehouse 
is in nearby Davenport. Normal shelf 
stock is three gallon cans of each of 
the 16 standard colors, plus six quarts 
of these colors For backup, an equiv- 
alent stock is kept in a heated store 


room, essential for this type of paint. 

The firm shoots for a 10-time turn- 
over On most paint items. The Lucite 
house paint this year will turn 20 
times. “We don’t expect to do this 
well next year, because we had the 
advantage of being first in the field 
here. Next year we'll have more com- 
petition from dealers and other man- 
ufacturers,” Glancy said. 

Plus-sales, “We've been helped in 
our profits by suggesting related 
items,” Glancy said. “With this house 
paint you should remove old finishes. 
Therefore, in addition to the usual 
paint-related items we also suggest 
Bernz-O-Matic LP torches at $9.95 
and G-E electric paint removers at 
$11.95. We’ve had customers buy as 
much as $20 worth of refill Bernz-O- 
Matic tanks.” 








12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 


Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Iil. 
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FEELING THE PINCH? 






Za. 
Feelin’ the Pinch? } hy ( 
Maybe you need help. a 


Are your customers pressing you—yet you have 
nothing left to supply ’em with? Has your stock 
of metal building products dwindled away to 
nothing? You’re in a pinch, brother, and through 
no fault of your own. 


But there’s still one way out for you—supply 


your “squawking” customers with aluminum 
building products! 


AANA 


Aluminum is longer lasting, always looks good, 
and is so easy to handle! Order from the list below 
—deliveries are immediate! 


Aluminum Rain Carrying Products 

Aluminum Roll Valley and Flashing 

Aluminum Reflective Insulation and Vapor Barrier 
Copper Flashing and Vapor Barrier 

Aluminum Building Shapes and Roof Edging 
Aluminum Termite Shields and Accessories 
Aluminum Formed Roofing and Siding Sheets 
Aluminum Roll Roofing and Siding 

Aluminum Roofing and Siding Accessories 
Aluminum Soffit Material 

Aluminum Weatherboard Siding and Awning Stock 
Aluminum Utility Sheet 

















The most complete line of Metal Building 
Products manufactured at one source 











thi, ~~ ~ li — 
~~ 


i inde aC 
QUAKER STATE METALS CO. 


LANCASTER, PENNA. 
Division of HOWE SOUND COMPANY 
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Ford F-100 pickup Ford F-600 medium truck 


FORD 


Ford’s 1960 truck line covers more than 480 models ranging in gvw from 4,600 to 
51,000 pounds with gcw up to 76,000 pounds to meet every trucking need from a 
small retail delivery to an on or off-the-road heavy-duty hauling operation. 

Power source for Ford’s light trucks includes the improved 223 cubic inch, six- 
cylinder, economy engine and Ford’s 292 cubic inch V-8. All 1960 Ford trucks and 
pickup models including the F-100 (above, left) are available with either this Styleside For more facts, 
body or the Flareside body. use handy back 

Maximum gross vehicle ratings on the F-600 medium truck (above, right) have been cover coupon 
increased to 21,000 pounds and the addition of an optional 16,000-pound two-speed _— 
rear axle provides up to a 15% greater torque capacity. The F-600 now offers a choice 
of four gyw ratings—17,000, 18,000, 19,500 or 21,000 pounds. Ford Div. of Ford 
Motor Co., Dept. AL, Rotunda Drive at Southfield Rd., Dearborn, Mich. 

Circle No. 201 on Handy Cover Card 


DODGE 


Lockable vertical and horizontal side compartments make the 
1960 Dodge D-200 Tradesman ideal for delivering building ma- 
terial supplies. Available with either a 120 hp six-cylinder or a 
200 hp V-8 engine, the 116” wheelbase Tradesman also provides 
general pickup load space for carrying bulky equipment. It has 
a gvw rating of 7,500 pounds. 
The 1960 line of Dodge trucks contains 11 gasoline engines 
with a hp range from 113 to 228 and four diesel engines with 
a hp range from 175 to 220. Dodge offers 140 basic models, 
including conventional, cab-forward, 4-wheel drive, forward- 
control, school bus chassis and tandem units. Of special in- 
terest are the front fenders on the 1960 Dodge cab-forward 
trucks, which swing out 110° degrees at the release of a single 
latch to provide instantaneous access to the engine. 
. Gross vehicle weights have been increased as much as 4,000 
pounds and range to 53,000 pounds; gross combination weights 
Dodge D-200 Tradesman have been boosted as much as 11,800 pounds and range to 76,- 
800 pounds. Dodge Div., Chrysler Corp., Dept. AL, 7900 
Joseph Campau Ave., Detroit, 11. 
Circle No. 202 on Handy Cover Card 
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Take Your Pick—1960 Trucks 


A Special Roundup for Retail Lumber and Building Materials Dealers and Wholesalers 


Mack cab-forward N Model 


MACK 


Mack’s new cab-forward N models are adaptable both for 
light and heavy hauling in the city or over the road. The new 
models are produced for use either as four or six-wheel trucks 
or tractors. They also are available with either gasoline engines 
of 150 and 185 hp and Mack Thermodyne diesels of 170 and 
205 hp. They offer a range of transmissions covering 5, 10, 15 
and 20 speeds. 

The N Model units feature a large wrap-around windshield, 
wide doors which enclose steps and a set-back front axle per- 
mitting maximum payload within legal limits. For fast, easy 
servicing, a tilting principle is used in which a spring balance 
arrangement allows the entire cab to tilt forward and return to 
position by a touch of the hand. Mack Trucks, Inc., Dept. AL, 
1000 South Second St., Plainfield, N. J. 


Circle No, 203 on Handy Cover Card 


VOLKSWAGEN 


The Volkswagen pickup is an ideal light-duty truck for quick 
hauling and delivering of building material supplies. Its plat- 
form at convenient loading level has 45 square feet of unob- 
structed area; a dust and waterproof lockable lower compart- 
ment between the axles provides an extra 20 square feet of 
storage space for fragile or valuable items. 

The driver’s comfort in a roomy three-seater cab is assured 
by built-in heating and a special adjustable ventilation system. 
Further ventilation is provided by sliding and pivoting windows 
in the doors. A tarpaulin, complete with bows, is optional. 

The VW pickup is of all-steel construction. Less bows and 
tarpaulin, it hauls a full load (1,764 pounds) at 56 mph and at 
23.5 miles to the gallon. Featuring economy in fuel and oil 
consumption, its 4-cylinder, 4-stroke rear engine is air-cooled 
by means of a fan with thermostatic control. 

Volkswagen also offers a panel delivery truck, with a loading 
capacity of 170 cubic feet, and a Kombi station wagon, which 
converts easily to a delivery van. Volkswagen of America, Dept. 
AL, Englewood Cliffs, N. J. 

Circle No. 204 on Handy Cover Card 
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Chevrolet mediuia-duty stake 


CHEVROLET 


Sweeping realignments in series and model designations, 
wheelbases and gvw ratings have resulted in a net expansion 
of the 1960 Chevrolet truck line to 165 models, an increase of 
26. Exclusive independent front wheel suspension with torsion 
rod springs, plus new variable rate, two-stage springs at the 
rear offer new standards of cargo cushioning, riding comfort 
and handling. 

The two-ton 1960 Chevrolet medium-duty stake shown in 
photo above is available as cab and chassis in several load rat- 
ings and wheelbases for mounting special bodies. Cab is 
roomier, stronger and rubber mounted with a new seat design 
for greater comfort. Other improvements include hydraulic 
clutch control and relay type steering. Chevrolet Motor Div., 
Dept. AL, General Motors Bldg., Detroit 2. 


Circle No. 205 on Handy Cover Card 


Volkswagen pickup 





(For more new 1960 trucks, see page 58) 
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Only the 


pitas Pest wood rules 


merit this seal 


Although this seal is new, the quality it stands for 
is an old, old story to regular Lufkin customers. 
There are so many advantages to owning a 

Red End, and this new seal symbolizes them all 
in a quickly visible, sales-stimulating way! 


New ads will 
boost acceptance 
even higher! 


This ad, for instance, appears in 
the January 23 issue of Post. 
Others will follow in PRACTICAL 
BuILpDER, POPULAR MECHANICS, 
MECHANIX ILLUSTRATED, 

and THE CARPENTER. Page after 
page of sales messages to your 
best customers. 





And the Lufkin Turnover Target 
keeps them moving... fast 


Customers have learned to head for 

the Lufkin Turnover Target whenever 
they need better measuring tools. 

There are FOUR Red Ends on 

the Target .. . and more and more 
customers will soon be reaching 

for them. Be stocked and ready to go. 
The Lufkin Rule Co., Saginaw, Michigan. 


WHY STOCK TWO WHEN 
ONE WILL DO... 


if it's the Lufkin line! 





November 23, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 119 on Handy Cover Card 57 











Take Your Pick—1960 Trucks 


GMC wideside pickup 


GMC TRUCKS 


The 1960 GMC line blankets trucking 
industry needs from half-ton pickups on 
up to highway rigs with 120,000-pound 
gross weight ratings. Powering the 61 
basic new GMC models are seven en- 
gines: three gasoline and one diesel V-6, 
a gasoline Twin Six and one gasoline 
and one diesel straight 6. 

Of especial interest is the 1960 GMC 
wideside pickup (pictured above). It is 
made to order for loads needing consid- 
erable cubic capacity such as building 
material supplies. Powered by a V-6 en- 
gine, it has torsional front and coil spring 
rear suspensions, an exceptionally strong 
X-member frame, a lower yet roomier 
cab, a wide track for better road stability 
and cornering and low-level headlamps. 
GMC Truck & Coach Div., General 
Motors Corp., Dept. AL, 660 S. Boule- 
vard, East, Pontiac 11, Mich. 


Circle No. 206 on Handy Cover Cord 


Autocar Model A102T 


AUTOCAR 


New Autocars are available in a full series of models includ- 


(begins on page 54) 


Has New Side-Dump Bucket 


International Wagner loaders with side- 
dump buckets are designed to reduce the 
cycle time of loading operations by 50%. 
The buckets eliminate one complete for- 
ward and reverse movement necessary in 
forward dumping. 

The No. 260 loader with side-dump 
bucket (pictured above) is designed for 
use with the I-460 tractor; Nos. 120 and 
140 loaders with buckets for I-240 and 
1-340 tractors, respectively, are built for 
moving snow and light materials. Meas- 
uring 6’ wide, the buckets have a side- 
dump angle of 60° and front dump angle 
of 51°. They have a cutting edge of 
yA" x 6”. 

The International Wagner side-dump 
bucket is furnished as a complete attach- 
ing kit and includes cradle, control valve, 
side-dump cylinder and all necessary con- 
nections. International Harvester Co., 
Dept. AL, 180 N. Michigan Ave., Chi- 
cago 1 
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Brand-New Hyster Lift Trucks 

A versatile lift truck series particular- 
ly adaptable to lumberyards is the Hys- 
ter Challenger 60-70-80 series. The se- 


ries was represented at the recent 
NRLDA Exposition in Cleveland by a 
Challenger 80 (pictured above) of 8,000 
pounds capacity and a Challenger 70 of 
7,000 pounds capacity. Both were 
equipped with dual-range power-shift 
transmission and side-shift carriage. The 
8,000-pound truck also handled an end- 
loader attachment for convention-goers. 

Visiting dealers also were introduced 
for the first time to Hyster’s brand-new 
Challenger 120, SpaceSaver 50 and 4- 
wheel drive Challenger 150 models. The 
Challenger 120 offers the capacity needed 
in a medium-sized yard; the SpaceSaver 
50 lift truck, carrying up to 5,000 
pounds on cushion tires, represents the 
latest in warehouse-type trucks, an- 
nounces Hyster Co., Dept. AL, 2902 
N. E. Clackamas St., Portland 8, Ore. 
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Versatile Tractor-Mounted Fork Lift 


Lifting a maximum 5,000-pound load to a height of 12’ 





ing four and six-wheel trucks and tractors in both axle forward 
(for bridge formula States) and axle-back (for non-formula 
States) types. Diesel engine hp ranges from 195 to 262 with 
a wide selection of transmission and axles. 

The new series of Autocar truck-tractors is said to save as 
much as 25% in chassis weight. Heart of the “A” models is a 
husky aluminum alloy frame, rugged and strong, but only one- 
third the weight of steel. Operators report from 1,675 to 4,475 
pounds extra payload capacity as a result of the savings in 
chassis weight alone. New Model A102T shown above was 
photessaphed in use in the wholesale lumberyard of Reid & 
Wright Co., Fresno, Calif. 

The curved windshield with its increased area provides full 
vision for the driver. Autocar Div., The White Motor Co., 
Dept. AL, Exton, Penna. 


Circle No. 209 on Handy Cover Card 
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(TL-4212, pictured above) or 10’ (TL-4210) in a matter of 
seconds is strictly routine for the versatile Henry tractor fork 
lift, maker announces. Three control valves as standard equip- 
ment, conveniently located for the operator, furnish full-flow, 
instant, smooth-operating control. One valve controls the unit’s 
lift cylinder, one operates the tilt cylinders and one valve con- 
trols any attachments that may be added to the lift. 

Henry attachments include a concrete block fork, concrete- 
mortar hopper, dozer blade, personnel platform, snow blade, 
boom and material bucket. 

The Henry TL-4212 fork lift shown mounted on an Allis- 
Chalmers tractor above lifts, loads and travels fast on tough 
jobs. Henry fork lift attachments also are available for various 
models of International Harvester, Ford and John Deere trac- 
tors. Henry Mfg. Co., Dept. AL, 1700 N. Clay, Topeka, Kan. 
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— 
Offers Seven Trucks for 1960 


The Erickson line of new trucks for 1960 includes six fork 
lifts and one scissors lift platform truck. Model F-2W of 2,000 
pounds capacity on 24” load centers (pictured above) is pneu- 
matic tired and especially designed for use in lumberyards. It 
is equipped with extremely large drive wheels, using 6.00 x 16 
drive tires and large steer wheels using 6.00 x 9 tires. Under- 
clearance at the center of the truck is 13” and the ground con- 
tact on the truck is an absolute square in which the wheelbase 
is 42” and the overall width at the tires is 42”. The other five 
fork lift trucks range in capacities from 4,000 pounds to 8,000 
pounds on 24” load centers. 

Of especial interest is a scissors lift model, called Kart-All, 
which has a lifted bed height of 120” and an overall lowered 
height of only 32”. Available in capacities up to 8,000 pounds, 
the yard platform truck is ideai for use in loading and unloading 
mezzanine decks. Erickson Power Lift Trucks, Inc., Dept. AL, 
St. Anthony Blvd. & University Ave., N. E., Minneapolis 18. 





Willys “Jeep” FC-150 pickup 
WILLYS 


The forward control “Jeep” FC-150 pickup truck is in the 
5,000-pound gvw field with a 6’ pickup box. It is built for 
rugged payload service both on and off the road and is an 
addition to the expanding Willys four-wheel drive family of 
“Jeep” vehicles. The up-front location of the cab, well forward 
of the engine, allows maximum usage of the vehicle’s compact 
81” wheelbase for cargo and puts the driver in the best position 
for panoramic visibility. 

The FC-150 is powered by the same economical F-head en- 
gine proved for ruggedness in the military and civilian models 
of the famed “Jeep.” 

Largest in the line of 1960 “Jeep” vehicles is the FC-170, a 
heavy-duty forward control model with a cargo bed 9’ in 
length. With dual rear wheels and heavy-duty options, the FC- 
170 boasts a 9,000-pound gvw rating. Willys Motors, Inc., 
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Oliver Offers a Heavy-Duty 
Fork Lift 


Sturdily built to carry loads up to 
5,000 pounds, Oliver’s all-new 550 hea- 
vy-duty fork lift may be used for a 
wide variety of materials handling jobs. 
The lift has capacities of 5,000 pounds 
at 15” load center and 4,000 pounds at 
24” load center. Lift heights are 8%’ 
and 10%’. The mast tilts 10° forward 
and backward. 

A new time-saving benefit of the Oliv- 
er 550 fork lift is its hydraulic side shift- 
er. By means of a single lever, the op- 
erator can shift the carriage 334” to either 
side, thereby simplifying pickups. 

Other attachments include concrete 
block forks, hydraulic scoop bucket, log 
clamp and dozer blade. The regular forks 
are furnished in optional lengths of 30”, 
36”, 43” and 48”. 

Oliver’s 550 fork lift has a 12’ turn- 
ing radius. Its maximum speed of 14.- 
88 mph facilitates long hauls. The 
Oliver Corp., Dept. AL, 19300 Euclid 
Ave., Cleveland 17, Ohio. 
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Dept. AL, P. O. Box 903, Toledo 1, Ohio. 
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Packaged Dump Body & Hoist 


Called the Daybrook Maintainer, a 
packaged dump body and hoist is built 
to handle five-ton load capacity and to 
be installed on a one-ton truck. The 
unit’s all-steel dump body measures 8’- 
2” long inside dimension by 6’ wide. It 
features structural steel underbody con- 
struction and a_ full-length sub-frame 
for chassis support. Full width rub 
rails cover and protect the tires. 

The body floor is ribbed for easy han- 
dling of sheet materials. Low sides and 
low mounting make hand loading an 
easy task. Six-inch pockets are built into 
body corners for side boards. 

The standard underbody hoist provides 
for full 45° dumping. The body can be 
stopped, raised or lowered from any po- 
sition. Daybrook Hydraulic Div., Young 
Spring & Wire Corp., Dept. AL, Bowling 
Green, Ohio. 
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Extra-Long Dump Trailer Body 


An extra-long dump trailer package af- 
fords haulers the security of a full 
frame trailer, yet substantially reduces 
dead weight to enable users to meet 
bridge laws imposed by individual states, 
says maker. Secret of the new unit’s 
greater hauling efficiency is said to be 
proper weight distribution between the 
dump trailer body and the chassis on 
which it is mounted. 

The 28’ steel bodies are mounted on 
a 31’ chassis to obtain a maximum legal 
payload of 43,000 pounds. The dump 
trailer bodies are of corrugated steel 
construction to minimize weight and 
still maintain structural strength. They 
also are available in aluminum models 
for even greater weight savings. Her- 
cules Steel Products Co., Dept. AL, 
Galion, Ohio. 
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White 3016D tilt-cab truck 


WHITE 

The first White pickup and delivery 
truck to be equipped with a diesel in- 
stead of a gasoline engine is announced by 
White Truck Div. Designated the White 
3016D, the new tilt-cab truck is especially 
built for in-city delivery and pickup. It 
has a new 130 hp JN-130 six-cylinder 
diesel with 130 hp at 2,500 rpm and peak 
torque of 295 pounds feet at 1,800 rpm. 
It is used in combination with a synchro- 
nized five-speed transmission and with 
short wheelbase of only 9742” to 18112”. 

White also is introducing a new air 
suspension on its 5400TD Series highway 
tractors utilizing a fiberglass cab. The 
air-spring system is on the single rear 
drive axle of the tractors. Advantages of 
air ride are in cargo safety, increased 
longevity and less maintenance of equip- 
ment and improved driver comfort, says 
White Truck Div., The White Motor Co., 
Dept. AL, 842 E. 79th St., Cleveland 1, 
Ohio. 
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Split Roll-Off Bed Announced 
This split roll-off bed is especially 
designed for use by lumber dealers. It is 
especially valuable in delivering mixed 
order loads to a line of houses in vari- 
ous stages of construction where part 
loads of sheeting, dimension, etc., are 


needed. With this type roll-off bed, 
either half or the whole load may be 
rolled off. 

The bed is built entirely of steel ex- 
cept for its wooden flooring, cab pro- 
tector and standards. The roller is 
equipped with a ratchet type lock for 
ease in unloading building material sup- 
plies uphill. The R. B. Co., Dept. AL, 
Guinotte & Euclid Ave., Kansas City, 
Mo. 
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Portable Aluminum Booster 


The Erecto Aluminum Booster is es- 
pecially suitable for stacking and un- 
stacking in storage areas, loading or un- 
loading of trucks and railroad cars, or as 
a grade retriever in gravity lines. It is 
available in three lengths: 11'842”, 14’- 
2%" and 16’8%”. 

Made of %” aluminum, the slider belt 
is 5 “deep and 19” wide. The belt is heavy 
duty Ruff top and is 14” in width. An 
8” drive pulley and 442” take-up pulley 
are crowned for even belt wear. The 
standard 10’ unit may be expanded 
with a 2’6” or a 5’0” long bed section. 
A % hp reversible motor furnishes pow- 
er for either direction. Lamson Corp., 
Dept. AL, Syracuse 1, N. Y. 
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Introduces a Pneumatic-Tired 
Dynamotive Fork Truck 

Automatic’s pneumatic-tired gas-pow- 
ered, electric-driven Dynamotive fork 
truck is especially designed for profit- 
able materials handling in outdoor yard 
operations. Its gasoline engine transmits 
its power through a specially designed 
variable voltage generator to a matched 
DC series wound electric drive motor, 
forming a synchronized power package 
supplying instant power at the touch of 
the accelerator. 

The Dynamotive is designed to pro- 
vide optimum torque output at a low- 
er rpm requirement. It offers fast ac- 
celeration and travel speed up to 9 
mph. Dynamotive’s advanced engineering 
principles replace the requirement for a 
clutch, fluid coupling, fluid torque con- 
verter or multiple speed transmission, 
maker announces. The controlled inch- 
ing characteristic of its drive provides 
better operator performance, safety and 
lower maintenance, it is said. Power 
steering is standard equipment on all 
pneumatic-tired Dynamotives. 

Automatic also has available a gas- 
powered, electric-driven Dynamotive, 
Model GLF-40, for indoor and outdoor 
operation on paved areas. Automatic 
Transportation Co., Div. of The Yale & 
Towne Mfg. Co., Dept. AL, 149 W. 87th 
St., Chicago 21. 
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Develops Narrow Aisle Stacker 


Called the Naro-Aisle Stacker, a new 
Towmotor fork lift truck is especially 
designed to transport heavy loads and 
stack them at right angles in narrow 6’ 
aisles. By operating in aisles 4’ to 6’ 
narrower than conventional lift trucks 
require, this unit is said to increase aver- 
age storage capacity as much as 50%. 

Equipped with hydraulically operated 
outriggers, the truck performs right or 
left-angle stacking, lifts loads at a speed 
of 70’ per minute, maneuvers safely 
through congested warehouse areas and 
has the speed and agility and sit-down 
comfort of traditional fork lift trucks, 
announces maker. Gasoline or LP-Gas 
models in the Naro-Aisle Stack series 
may be obtained from Towmotor Corp., 
Dept. AL, 1226 E. 152nd St., Cleveland 
10, Ohio. 
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Three-Raii Mast Fork Lift 
Is Announced 
Tractor Mate fork lift shown in photo 


above is mounted on a Ford tractor 
equipped with an Elenco 4-wheel drive. 
It now is available with a 3-rail multi- 
lift mast having higher lift and lower 
down height or a 2-rail mast. 

The maker’s patented 3-rail mast fea- 
turing low down height as well as its 
standard 2-rail mast provides a complete 
range of fork lifts with an operating 
height up to 21’. Tractor Mate also 
offers a variety of materials handling ac- 
cessories plus 57 fork lift attachments 
especially designed to make full use of 
the versatility of the Ford tractors to 
which the fork lift is attached. Among 
the attachments are a dozer blade, per- 
sonnel platform, materials bucket and 
an end loader. Tractor Mate, Inc., Dept. 
AL, Marshall, Mich. 
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90,000 SQ. FT. INVENTORY of aluminum siding in warehouse 
of Union Roofing & Paper Co., York, Penna., wholesaler. Sid- 
ing Is packed in 10’ lengths, two squares to a box. A 4,000- 
lb. capacity fork lift truck can haul 80 squares at a time, as 
pictured. The Union firm is pushing the product to its 800 lum- 
ber dealer accounts. 


Aluminum Siding is 


Many lumber dealers object to initial cost and to applicator 
competition. But at least one jobber has surmounted these 
objections with success. His secret: Get the dealer to sell one 
aluminum siding job, then install it for him while the dealer 


and his customer watch. 


F ALL ALUMINUM products, 
siding is one of the most logi- 
cal for lumber dealer sales. That's 
the belief of Tom Ream, president of 
Union Roofing & Paper Co., a Penn- 
sylvania wholesaler whose firm will 
sell $1 million of the siding this year. 
A goodly portion of it will go to his 
lumber dealer accounts. 

A nationwide check by A.L. re- 
porters revealed that most lumber 
dealers are still dubious about alumi- 
num siding. But this is only natural, 
says jobber Ream. 

“After all,” he explained, “the deal- 
er has a myriad of products to sell. 
He’s skeptical about any new line— 
until it proves it can stand up in 
quality and be profitable, too.” 

The York, Penna., wholesaler first 
persuades a lumber dealer to sell a 
single job. Then the jobber installs 
the siding while both dealer and his 
customer watch. 

William H. Field, sales manager 
for Union Roofing & Paper, said that 
after such a test sale, nearly every 
lumber dealer becomes a steady cus- 
tomer for the siding. About 60% of 
Union’s 800 dealer customers are 


selling aluminum siding now, he said. 
The jobber also sells to applicators. 

In Pennsylvania, the metal siding 
has become so popular among con- 
sumers and contractors that lumber 
dealers are getting requests for it. 
That’s why Otto & Hollinger Lumber 
Co. of LeMoyne accepted the Union 
Roofing & Paper Company’s offer to 
conduct a sales meeting on aluminum 
siding at the yard. A manufacturer 
representative made an evening pres- 
entation at Otto & Hollinger last 
month, as pictured above. 

National promotion. The three ma- 
jor aluminum suppliers—Alcoa, 
Reynolds and Kaiser—have stepped 
up promotion for aluminum in hous- 
ing during the past year. Most of this 
promotion has been built around the 
complete house package, including 
roofing, downspouts and other prod- 
ucts as well as aluminum siding. 

National Homes, the nation’s No. 1 
prefaber and competitor to lumber 
dealers, launched one of the first 
aluminum-clad homes a year ago. 
National’s board chairman, J. 
Price, recently stated that in a nine- 
day market test held in the Chicago 
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HOW TO SELL ALUMINUM SIDING is explained by Walter 
Bendremer of Alsides Co. to sales staff of Otto & Hollinger 
Lumber Co., LeMoyne, Penna. Examining the siding display, 
left to right: Richard A. Kauffman, general manager of the 
lumberyard; demonstrator Bendremer; William H. Field, sales 
manager for Union Roofing Co. and Kenneth Hollinger, vice- 
president of the retail lumber firm, together with salesmen. 


a Comer 


area, 95% of 252 buyers selected an 
aluminum-clad home when they also 
had a choice of other types of siding. 

According to Reynolds Metals, 
there will be 15,000 aluminum-clad 
homes built in 1959 across the na- 
tion, compared to only 500 a year 
ago. Reynolds expects a 50% increase 
in the 130 million pounds of alumi- 
num which they figure went into 
homes last year. 

The Reynolds company, working 
with builders, have sponsored almost 
3,000 “House of Ease” homes this 
year, according to Clarence F. Man- 
ning, vice-president. The metal people 
claim there is a $6,000 saving over 
a 30-year period for homeowners 
through reduced maintenance and re- 
pairs when aluminum siding is used. 

At least one lumber dealer, Gross- 
man’s of Quincy, Mass., cooperated 
with Reynolds in building a House of 
Ease home. Also, the big aluminum 
supplier has a marketing tie-up with 
the Lumber Dealers Research Coun- 
cil Service Association which allows 
Lu-Re-Co franchised dealers to buy 
aluminum siding at special prices. 

Dealer skeptics. The producers and 
their fabricators are banking on both 
consumer and builder demand to 
swing the retail lumber dealer into 
stocking and pushing aluminum sid- 
ing. When an aggressive jobber who 
knows lumber dealers is on the job, 
such as Union Roofing & Paper Co. 
in York, this can succeed. But the 
aluminum companies will have to 
convince some tough customers such 

(continued on next page) 
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as T. Jacobsen of the Sun Valley 
Lumber Co., Lafayette, Calif., who 
told American Lumberman: 

“The Kaiser people and others do 
a good contact job and have made 
vigorous efforts. to get us to handle 
aluminum siding. But we think lum- 
ber does a better job—redwood or 
cedar.” 

Besides allegiance to wood, lum- 
ber dealers often believe that the sid- 
ing is too nsive or too new and 
therefore hard to sell. 

Initial cost is the main reason why 
Ray Mortimer, president of Knollman 
Lumber Co., Cincinnati, does not sell 
the product. The initial cost also keeps 
Lumberteria, Inc., from selling alu- 
minum siding in Cincinnati. 

“There’s nothing wrong with alu- 
minum siding except it costs too 
much,” agreed Jack May, president of 
Pattilo Lumber Co., Decatur, Ga. 
“But if we start getting calls for it, 
we'll take it on,” he added. 

In Texas, dealers were not familiar 
with the siding. “We haven’t as yet 
been approached by manufacturers 
or jobbers on the product,” reported 
J. C. Fowler, manager of Higginboth- 
am-Bartlett Co.. Anton, Tex. An iden- 
tical report came from George Gowen, 
manager of Forrest Lumber Co. in 
Anton. 

R. K. Coke, owner of Coke Lum- 
ber Co., Dallas, said his firm has not 
been approached by any supplier. 
“It hasn’t made much headway here,” 
he said of aluminum siding. 

The same refrain was sung by 
Frank Scallero, office manager, Ford- 
ham Lumber Co., back in White 
Plains, N. Y. 

“We haven’t been approached by 


any salesman in any formal, hard- 
sell fashion,” said Scallero. “One of 
my friends figured that he could 
paint his house every three years for 
70 years and still not spend any more 
money than he would by an initial 
installation of aluminum siding. But 
don’t get me wrong—it’s a good 
product. It’s just not for us at this 
time,” Scallero said. 

Some lumbermen have tried alumi- 
num siding, but had problems with 
its application. “We sold it to several 
tract builders some time ago, but had 
trouble getting a good finished job, 
so we mutually agreed to drop it,” 
explained Wayne Whelan, president 
of Whelan Lumber Co. in Topeka, 
Kans. 

In Seattle, the McGaffey Lumber 
Co. was solicited to sell the product, 
but declined. “We believe it is too 
expensive to handle and to sell,” said 
A. A. Andrews, assistant manager. 
Loyalty to wood was reported by 
other dealers, in Seattle and else- 
where. 

Suede shoes. By far the most fre- 
quent objection of dealers to alumi- 
num siding was that the product is 
already being run into the ground by 
suede shoe applicators, who buy at 
dealer prices or below. 

For instance, the Utah Lumber Co. 
in Salt Lake City handled aluminum 
siding, but then dropped it when 
high-pressure applicators began ped- 
dling it. “We don’t indulge in their 
type of selling,” said Lee K. Irvine, 
general manager. 

“Most aluminum siding here is sold 
by door-to-door salesmen,” explained 
W. F. Goodfellow, retail dealer in 
Seattle. He might take on a line later, 
but the applicators have scared him 
off. Also, he fears that if the alumi- 
num gets bumped it will be dented, 
so the storage and handling problem 
would be a headache. 
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Dealers Accuse Aluminum People 
Of Sloppy Selling Tactics 


Aluminum siding would move into established building material distribution 
channels with greater speed if manufacturers and jobbers would do a better selling 


job to dealers, A.L. reporters discovered. 


For instance, here’s what James Leddy, president of Hudson River Yards Corp., 


Tarrytown, N. Y., said: 


“We stock aluminum siding, but we don’t sell it. You get what I mean? I’m 
not particularly enthusiastic about it. We frankly don’t get the sales promotion 
and individual sales help that’s crucial for this kind of product. 

“A salesman will call on us, sell some siding, then be gone for a year. This is a 
joke, of course, but not a funny one as far as we are concerned. There’s no fol- 


lowup, that’s the story.” 


The same complaint came from Florida dealers. Two West Palm Beach firms, 
Lainhart & Potter and Logan-Moore Lumber Co., are not now selling aluminum 
siding, although both yards have had it under consideration. 

“We want to sell it, but the jobbers want us to get a special man to apply it,” 
said George W. Lainhart. “There’s a lot of people around here who could put 
it on and do a good job. We're kind of teed off at the jobber,” he added. 

Sidney Wood, manager at Logan-Moore, said he was approached and had 
requested quite a bit of literature. “What I have received back has been very 
brief and not enough for me to go into it,” he said. 
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Complaints to Better Business Bu- 
reaus about aluminum siding applica- 
tors have given it a bad start in some 
areas, dealers say. 

The ss problem in Omaha 
was explained by John S. Verrier, 
owner of Center Street Lumber Co.: 

“Most of it is sold by siding appli- 
cators for remodeling. There’s very 
little use of aluminum siding on new 
homes so far.” 

The Micklin Lumber and Building 
Department Store in Omaha does not 
carry the aluminum siding, but Mick- 
lin’s Home Improvement Co., appli- 
cators, handle it. 

As the aluminum specialty grows 
in popularity, however, it will prob- 
ably follow most new products and 
be available on a fair basis to re- 
tailers. That was the feeling of How- 
ard W. Thomas, owner of Thomas 
Lumber Co., Hartford, Kans. who 
said: 

“The applicators had this product 
tied up until just recently. We now 
find it possible to submit bids on 
aluminum siding that will get the 
business. But nobody has been really 
pushing us to do this.” 

Dealer okay. Despite the problems 
outlined by the dealers mentioned 
above, other lumbermen are warming 
up to aluminum siding. 

For instance, here’s what Frank 
Riedl, Jr., of Bellevue Building Sup- 
plies Inc., Almonesson, N. J., said: 

“We think it will catch on in lum- 
beryards. It has a wonderful poten- 
tial. We just started selling aluminum 
siding and have six jobs sold so far. 
It is acceptable despite its price tag.” 

Alfred Page, 3d, of Page Bros. 
Lumber Co., Barrington, N. J. thinks 
aluminum siding is a good product. 
Unfortunately, his firm cannot buy it 
cheaper than contractors, he said. 
“But I think aluminum for siding is 
an excellent idea,” he added. 

Centrell Lumber Co., College Park, 
Ga., was approached once by a 
jobber of aluminum siding. “I was 
very impressed with it—the fact that 
it’s a lifetime material impressed me 
most,” said T. I. Centrell, owner. 
“We'll eventually have to sell it, but 
I am afraid that jobbers will sell it to 
applicators at our price,” he com- 
mented. 

Robert Glaser, Superior Lumber 
& Millwork Co., Cincinnati, does not 
stock the metal siding, but will fur- 
nish specific orders. He’s satisfied with 
the markup. As for lumberyards sell- 
ing the product, Glaser’ said: “Why 
not? It seems we handle everything 
else.” 

In Minneapolis, the Gipson Lumber 
Co. is just now getting into aluminum 
siding. “In the past, we felt we 
weren’t getting a good deal from the 
distributor. He would sell it to our cus- 
tomers for the same price. But we 
are planning to sell a brand now 
which is exclusive for lumber dealers 
and will give us a good profit. We 
hope to get behind it and stock sam- 
ples at all our yards.” 
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An open message 
to the hardware trade: 


Facts Behind the New Medalist 
Direct-to-Dealer Sales Policy 


Po our major factors determine the 
success of dealer and manufacturer alike .. . 
quality products . . . ready availability . . . com- 
petitive prices . . . effective advertising. All four 
are essential; there are no substitutions, no 
short-cuts. 


Fal. more than fifty years National 
Lock Company has taken pride in its extensive 
line of hardware. Our reputation has not been 
built by cheap products at the lowest possible 
price but rather by products of superior quality 
at a fair price . . . the only measure of true value. 


B34 wwever, regardless of quality and 
value, sales volume for the manufacturer and the 
dealer is not at its peak unless the product is 
readily available and display boards, promotion 
aids, catalogs and advertising provided by the 
manufacturer are used to the fullest extent. 


Bd. the past in selling through the 
wholesaler, National Lock Company has not, in 
many areas, been satisfied with the limited avail- 
ability of our various product lines and the less- 
than-complete use of our advertising program. 





These shortcomings the “Direct-to-Dealer” sales 
program will rectify. 


Gy. implement this policy we are setting 
up company warehouses in strategic marketing 
areas; we are bringing our merchandise, our pro- 
motional material, our advertising, our selling 
aids and our own salesmen to the dealer’s door. 
Superior service, simplified ordering and more 
sales volume are the proven results where the 
dealer is already buying direct from us. 


fe): equal importance, “Direct-to- 
Dealer” distribution reduces sales costs. Under 
this new Medalist policy these savings are passed 
on to the dealer in the form of lower product 
prices. This enables the dealer to maintain his 
normal profit margin and compete successfully 
with distributors who are now selling direct to 
the dealer’s customers. 


FS} ting quality products, readily avail- 
able, at competitive prices consistent with real 
value . . . together with the full use of the adver- 
tising program that we offer . . . will assure the 
dealer a successful builders hardware business. 
This is the purpose of our new sales policy. 








e 
Wiledalist( HARDWARE DIVISION 


ROCKFORD, ILLINOIS 





NATIONAL LOCK COMPANY 


“ALL FROM 9 SOURCE”: NATIONAL LOCKset + CABINET HARDWARE + BUILDERS & SHELF HARDWARE + SCREWS + BOLTS 


MEDALIST WAREHOUSES: BALTIMORE + COLUMBUS + FORT WORTH INDIANAPOLIS MINNEAPOLIS ROCKFORD 
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LOAD OF CAR DECKING ready for pressure preservative treating in new, less-carload 
plant recently installed at Mauvk Warehouse Co., Toledo, Ohio. “Pressure-treated 
lumber in Ici lots never before has been available to dealers in the midwest,” says 


Clinton Mauk, firm's manager. 


Ohio Wholesaler Taps New Market 


Offers supply source for I.c.|. lots of pressure-treated lumber; 
dealers can have their own lumber preservative-processed 


TOLEDO, OHIO 
AUK WAREHOUSE, Inc. has 
installed a 4,500-board foot ca- 
pacity pressure treatment plant, re- 
ports Clinton A. Mauk, head of the 
firm. In this plant, Ohio dealers can 
have their own lumber preservative- 
treated or they can buy pressure treat- 
ed lumber out of Mauk’s stock. 

Mauk told American Lumberman 
that lumber needs new markets. 

“We think rot-proof, termite-proof 
lumber available to dealers in small 
lots is one answer to this need,” he 
said. “Pressure-treated lumber has 
been available in carload lots for 
many years, but most dealers have 
hesitated to stock more than posts 
and poles, due to the large, slow- 
moving inventory needed. I don’t 


know of any lumber dealers in this 
area, except for a few of the Farm 
Bureau yards, that have ever stocked 
pressure-treated lumber.” 

Mauk got the idea for installing the 
small capacity pressure-treatment 
plant from reading an American Lum- 
berman article a year ago. The article 
told of the experience of W. J. Conrad 
Lumber Co., Coos Bay, Oreg., which 
found the price burden on big-mill- 
treated lumber delivered in his area 
was more than his trade would pay, 
but he knew his trade wanted to buy 
the product. Mauk investigated Con- 
rad’s equipment, bought a similar 
plant. He uses Osmosalts, said to meet 
all Federal specifications for pres- 
sure-treated lumber. 

Demand opens up. “Although we 
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have been operating only a few weeks, 
we have found a demand for almost 
every conceivable size and species of 
pressure-treated lumber,” Mauk said. 
“This demand has run from 4%” to 
12”x12”x40’, in yellow pine, Douglas 
fir, oak, white fir, ponderosa pine 
and even redwood. We also have re- 
ceived an order for cut-to-size ply- 
wood to be pressure-treated. 

“So far our biggest volume has 
been in yellow pine 2x6 D&M, plus 
dimension items and small squares. 
We have treated lumber for fences, 
truck beds, board walks, patios, 
swimming rafts, outdoor signs and 
some industrial jobs where we don’t 
know the end use.” 

Mauk said his firm is working now 
with architects to secure specification 
of pressure-treated lumber on their 
work, since this will develop sales of 
the item for retail lumberyards. 

Sells to dealers. “We continue to 
limit our material sales to recognized 
lumber dealers, larger industrial ac- 
counts and prefabers,’ Mauk ex- 
plained. “Our treating plant’s services 
are a little different, however. We'll 
pressure-treat lumber for anyone, but 
we'll sell pressure-treated lumber from 
our own inventory only to these three 
trade groups.” 

Mauk has established a_ price 
schedule for lumber treating service. 
Prices to lumber dealers carry a 20% 
discount; prices to non-resale custom- 
ers are net. The schedule divides 
treating into three volume groups: 
one board foot to 999 bf; 1,000 bf 
to 3,999 bf; and 4,000 bf and over. 

Mauk pointed out the 20% discount 
on lumber treating service enables 
dealers to make a profit of the treat- 
ing in addition to profiting on the 
lumber sale itself. The dealer would 
use his normal price, plus Mauk’s 
pressure-treating list price, to arrive 
at a selling price. 

Price of pressure-treating isn’t an 
important factor, in Mauk’s experi- 
ence. 

“We find it much more effective to 
tell the contractor that in our mid- 
west climate one percent of the value 
of the house would thoroughly pro- 
tect the parts of the house vulner- 
able to rot and termites,” he said. 
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EXCHANGE SAWMILLS SaLes Co. 


SOUTHERN and WESTERN WOODS 
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Southwest “Friendly Indian” Brand lumber 
keeps 'em sold with Quality! 


No wonder Southwest lumber is called the “action” brand! When 
you give a customer his money's worth . . . consistently . . . he 
comes back time after time. With such bright, well-manufactured 
lumber available, it simply doesn’t make sense to waste manpower, 
space and capital on hard-to-move lines. Put yourself into this 
profit picture NOW — stock Southwest, it literally sells itself! 


You can see the helping hand Southwest gives Nature in 
every board! 


ekiln dried 
e precision milled 
e brand identified 


e consistently graded 
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e clean, bright 
appearance 
e waxed ends 


e carefully handled 
and loaded 


e speedy, dependable 
delivery the year 


around 








General Sales Office: P. O. Box 908 + cogenin, (ctcons 

Alpirie 8-481) PX 495 

Eastern Region Sales Office: 135 S$. LaSalle St. + Ilinois 
DEarborn 2-3595 


Mills: Flagstaff, Arizona + McNary, Arizona + Corrigan, Texas 


PRODUCING PONDEROSA PINE, DOUGLAS FIR, WHITE FIR, SOUTHERN YELLOW PINE, AND HARDWOODS 
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Dealers Suggest Ways To 
Solve Contractor Problems 


ONTRACTOR BUSINESS is still 

the volume and profit backbone for 
a large majority of lumber dealers. 
However, this branch of their opera- 
tion is declining profitwise and most 
dealers don’t know what to do about 
it. 

In summary, those are the views 
of dealers across the country inter- 
viewed by A. L. reporters on various 
aspects of contractor business. Ques- 
tions covered contractor volume, net 
profit on contractor business and 
moves to increase contractor volume. 

Dealing with the contractor is 
pretty much an individual problem, 
dealers indicated. There is no pat an- 
swer for every case. Selling at the per- 
sonal level, anticipating the con- 
tractors’ needs and supplying those 
needs at a competitive price were 
general recommendations in a_ nut- 
shell. 

Getting down to cases, Lawrence 
Kibler, vice-president, Whelan Lum- 
ber Co., Topeka, Kans., made this 
comment: 


“Periodically, we tighten up on 


credit in certain cases or in all cases, 
depending on the situation. We watch 
collections closely. We constantly try 
to increase our efficiency throughout 
the entire operation.” 

Here are some of the other sug- 
gestions for increasing net profits on 
contractor sales: 

“We are firm believers in the 
theory that a price customer is never 
a sure thing,” said manager Henry 
Basler, Overland (Kans.) Park Lumber 
Co. “As soon as another dealer of- 
fers a better price, the ‘price cus- 
tomer’ goes. We believe in building 
our volume on the more firm foun- 
dation of service and quality. 

“This policy has proven mighty 
successful for us and our increasing 
volume this year makes us_ believe 
more firmly than ever that this is the 
best way to lick the whole problem of 
so-called stiff competition and low net 
profits on contractor business.” 

Outside salesmen concentrating on 
contractor sales were suggested by 
several dealers. Elmer Donnelly, part- 
ner, Colby & Dickinson, Seattle, said 


his firm had put on a part-time man 
in this field. Another Seattle firm, 
Compton Lumber Co., has a full- 
time salesman calling on contractors. 

Down in Atlanta, Ga, A. C. 
Fowler, vice-president, Frank G. Lake 
Lumber Co., bought two additional 
lift trucks to reduce labor costs. 

Special services. The best possible 
way to get and hold contractor busi- 
ness is service, dealers declared, al- 
most unanimously. And that means 
constantly improved service, em- 
phasized J. C. Hammond, Millbrae 
Lumber Co., on the San Francisco 
Peninsula. 

“Contractors know they can get 
better pricing from the large mills, 
but this isn’t always accompanied by 
the kind of service a contractor 
wants,” explained Hammond. 

As an extra contractor service, also 
an extra profit to the Sunset Lumber 
Co., Lubbock, Tex., is their policy of 
handling extra items like plumbing 
and tile needed by their customers. 
Ordinarily these would be handled 
through a sub-contractor. 

“By handling a good volume of 
these items, we can make a profit on 
these extras with no extra cost to the 
contractor,” said manager V. O. 
Murray. 

Concentrating on larger orders and 
limiting contractor sales to your im- 
mediate area were moves recom- 
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mended by Thomas Scott, treasurer, 
Milldale Lumber Co., Cincinnati. 
Working with their contractor cus- 
tomers for more efficient deliveries 
has helped Allied Lumber Co., Mi- 
ami, according to president Anthony 
Balzebre. 

“We asked them to think ahead, so 
we don’t have to make a second de- 
livery the same day,” explained Bal- 
zebre. 

The problem faced by many deal- 
ers was defined by Verl Bell, sales 
manager, Harrison Lumber Co., St. 
Louis, who commented on contrac- 
tor business this way: 

“Increase it? We are just trying to 
hold our own. There is too much 
competition from little guys that set 
themselves up as brokers and give the 
stuff away at a price no lumberyard 
could possibly consider.” 

Pricing policies. Each dealer has a 
pricing policy, which he believes is 
best suited to his type of customer. 
Sometimes it’s a_ straight-across-the- 
board discount and sometimes a 
multi-price system. 

Manager Basler in Overland Park, 
Kans. has four price categories: con- 
sumer, remodeling contractor, Class 
A contractor and Class B contractor. 

“Our Class A contractor trade is 
our preferred class of customers— 
prompt pay, few complaints, least 
amount of trouble filling orders and 
least amount of rush or pressure 


service. The size of the order does 
not determine the size of the con- 
tractor discount. The preferred or 
best class of trade gets the best 
prices from our yard.” 

Dealer Kibler in Topeka also uses 
a four-price system, based as far as 
possible on compensatory pricing. 
The type of sale, how it is to be 
handled, delivery circumstances de- 
termines the price bracket. The size 
of the order or volume of business 
by the individual contractor does not 
influence the price bracket, declares 
Kibler. 

On the other hand, Cincinnati 
dealer Scott has found that a straight 
percentage basis has worked out best 
for his firm. Manager Gene Kelley, 
Boone-Kenton Lumber Co., Erlanger, 
Ky., agrees that a straight percentage 
discount is best. 

“Each deal is on its own merits,” 
says manager David Sobel, describ- 
ing how contractor business is handled 
at Sawbell Lumber Co., Philadelphia. 
“The greater volume, the more you 
can knock off. For instance, if we 
are selling a truckload, we simply 
disregard our regular markup en- 
tirely. If it’s a cash deal, say $1,- 
000 worth of lumber, we may make 
only $50.” 

Frank Riedl, president, Bellevue 
Building Supplies, Inc., Almonesson, 
N. J., says he weighs a lot of factors 
before setting the price. How business is 


at the time, quality and type of mer- 
chandise are considerations, along 
with the profit he wants to make. 
Dealer meetings for contractor 
customers appear to be the exception 
rather than the rule. Most dealers 
admitted meetings were a good idea, 
but rarely got around to staging them. 
In addition, there is some difference 
of opinion whether they should be 
strictly social or devoted to new 
products and installation techniques. 


Profitable Contractor Business 


Dealers interested in making a bet- 
ter profit on contractor sales are in- 
vited to write for two reprints. Each 
reprint answers some of the problems 
raised by dedlers in this article. The 
reprints, written by editor Art Hood, 
are titled “Ninety-Nine Ways To Sell 
At a Profit Against Cut-Price Com- 
petition” and “Pricing for Profit and 
Making It Stick.” Cost is 50¢ each. 
Write American Lumberman, 59 East 
Monroe Street, Chicago 3, Ill. 

A third reprint, containing all in- 
stallments of the Art Hood editorial 
series, “A Pattern for Profitable 
Dealer-Contractor Relationships,” is 
now being prepared and will be an- 
nounced soon. 
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GIANT CAREY ROOFMASTER* 
..- the BIGGEST roofing shingle in the industry 


Here is bigness for a reason ... The 
Carey Roofmaster is giant size to save 
you time and money in roof application 
and to offer a more attractive shingle to 
discriminating home-buyers. With this 
giant size, you can now cover roof areas 
with approximately 40% fewer shingles 
than before. This means ‘ess application 
time and lower labor costs per square. 


Giant Carey Roofmaster has what to- 
day’s color-conscious home-buyer is look- 
ing for in roofing. Giant Roofmaster has 
60% greater color exposure than the 
ordinary shingle, with a choice of eight 
rich colors and white. It’s easy to see 
why Roofmaster is the perfect ‘‘roof- 
topping”’ for modern home design. The 


impressive size (approximately five 
square feet of area), the exciting rainbow 
of colors and the instant-permanent Sta- 
Seal® sealing feature make it so! 


Here is a GIANT shingle—giant in size 
... giant in savings. . . giant in appeal 

. and giant in quality. The Carey 
Roofmaster Shingle meets every present- 
day construction requirement . . . meets 
every demand for tasteful home styling. 
Your Carey representative will be glad 
to tell you more about this outstanding 
roofing shingle. Why not call him, or 
write for the full Roofmaster story in 
Bulletin No. 6396. 


*U.S. Patent No. 2,863,405 (other patents pending) 
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Informed Salesman Sizes Up 
Customer, Makes Good Impression 


The personalized treatment | got would compare favorably 
with the treatment a customer would get in a clothing store or 
other retail establishment,’’ said American Lumberman's 


shopping reporter. 


(This is the third in a series of 
articles describing experiences of 
American Lumberman reporters, who 
shopped lumberyards from coast-to- 
coast as typical customers.) 

I chose to visit a lumber yard 
where I wasn’t known. I arrived on 
a busy afternoon and found about six 
people, counting myself. I asked for 
the manager, told him I had a speci- 
fic project in mind, the construction 
of a speaker box for hi-fi equipment. 
Our conversation follows (C—custom- 
er; M—manager): 


C: “Are you the manager?” 

M. “Yes. Can I help you? (cheerily). 

C: “Well, I have a specific project 
in mind—a speaker cabinet for a hi- 
fi set. I don’t rightly know how to go 
about it.” 

M: “I think we can help you. Do 
you know what size you want it to be, 
or what kind of materials you intend 
to use?” 

C: “No. I thought I'd find out 
about the prices of the wood I would 
use before I go ahead. I understand 


there’s a big difference in the type of 
woods, also the prices.” 

M: “That’s very true (walking 
from behind counter and motioning 
to a door that leads to the lumber- 
yard). “Let me show you some of the 
woods we have.” 

He proceeded to point out ma- 
hagony, birch and other woods and 
asked after I saw them if I had a 
preference. 


M: “Well, TVll give you an idea 
how much it would cost if you used 
good grade mahogany plywood.” Af- 
ter some quick figuring on a piece 
of board, he told me that the small 
cabinet I wanted would require an 
entire sheet of board. This, he said, 
would cost over $50. 

I immediately said, “Well, that’s a 
little high.” 

He quickly tried another tack. 
“Well, you can use a lower grade and 
cover it with Formica. A lot of my 
customers have been building speaker 
cabinets of the type you mentioned 
and they have been using Formica.” 


He led me to a bin and pointed 
out the kind of lumber I could use, 
saying the price was only $10.20. It 
was a piece of fir panel. 

When I showed an interest in the 
substantial difference in price, he re- 
minded me if I used this wood I 
should cover the cabinet with Formica. 
He explained that the laminated plastic 
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If your business is 
building or equipping 
kitchens then 
MIAMI-CAREY is 
your only source for 
a full line of range 
hoods and fans 
BONDERIZED for 


your protection 
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would cost more than the wood, but it 
would provide a splendid finish. 


After I indicated I wanted the fir 
panel, he led me to a large rack on 
which there were some 72 different 
shades and patterns of formica. 


He asked what shade I would pre- 
fer and when I pointed it out, he 
took off the rack about six other de- 
signs that were very close, pointing 
out that I had a very fine selection 
from which to choose. He also ex- 
plained that it is not possible to stock 
every shade and design shown, but 
he told me he could get it for me in 
a few hours when I make up my 
mind. 


C: “That would be fine because I 
probably would be able to let you 
know what kind I want when I 
started building the cabinet and I 
would be working with the wood for 
a few days before I could get around 
to even thinking about applying the 
Formica.” 

M: “Fine, we could deliver it for 
you. We have a free delivery service.” 


Now that we had pretty much set- 
tled on what kind of wood and what 
kind of Formica I probably would use, 
I asked him: 


C: “Well now what else do you 
think I would need for the cabinet. I 
want the front to be open and I can 
put some kind of netting across it. | 


want to get an idea of what the total 
cost will be.” 

“Let’s see,” he said. “You have the 
wood, which will cost $10.20. The 
Formica will run you about $18. 
You'll need cement for the Formica 
which is only $2. Of course you'll 
need some nails and wood glue. 
Since you’re not an experienced car- 
penter, I'd suggest some wood glue. 
I guess the entire cost for all the ma- 
terials won't run you more than 
$35; 

M: “You know, a cabinet of the 
type you plan to build would cost you 
over $50 if you went to a store. 
And then, you wouldn’t know what 
you were really getting. This way, 
when you select your Own materials 
and put the thing together yourself, 
you know just how you want it and 
just what you want.” 

When I told him that I intended to 
start on the job during my vacation, 
which was coming up soon, he said 
to let him know if there was anything 
he could do. 


U. S. Plywood Contracts 
for Additional Production 


New YorK—Cascades Plywood 
Corp. has been contracted to provide 
United States Plywood Corporation’s 
distribution system with additional 


production which within a few years 
will amount to 4% million feet per 
month. 

The production, largely Larch ply- 
wood, will come from Cascades’ re- 
cently-acquired plant in Polson, Mont. 

United States Plywood Corp. pur- 
chases about two-thirds of its plywood 
from outside sources. 


Quarterly Survey of 
Home Improvements 


WASHINGTON, D. C.—The first quar- 
terly survey on modernization and re- 
pair expenditures will be published 
soon by the Census Bureau. This is 
part of extensive changes in methods 
of reporting construction statistics by 
the government. Federal housing sta- 
tistics have been attacked for years as 
being inaccurate and incomplete. 

Officials admit that construction fig- 
ures may be wrong by 20%. It is now 
believed that figures between 1950 and 
1956 were as much as 1.5 to 2 million 
homes below actual construction. 

These statistics are calculated most- 
ly from permit reports submitted by 
8,000 communities. They are often in- 
complete, it is claimed. The home im- 
provement and repair statistics are 
criticized as being especially inaccurate 
because many communities do not re- 
quire repair or modernization permits 
or do not report them. 
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MIDDLETOWN, OHIO 


is our business 


MIAMI-CAREY Fans and Coverange Hoods... 
her promise of lasting kitchen freshness and sparkle 


See how this attractive Miami-Carey 
Coverange unit complements the sur- 
rounding kitchen decor! This is just 
one example of the many appealing 
Coverange styles, sizes and finishes avail- 
able, and what they do to sell your 
kitchens. All units come in rich Copper- 
tone, gleaming Stainless Steel or Baked 
White Enamel finishes, except the center- 
outlet Coppertone range hood. Hoods 
can be ordered with or without fans .. . 
with or without lights. Matching splash 
plates available for all hoods; all hoods 
Bonderized for maximum protection 
against corrosion due to moisture and 
grease. 


Her kitchen will be more enjoyable with 
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a Coverange Hood .. . and she will be 
doubly interested if you can offer her 
overall home freshness as well! This you 
can do by installing quiet, powerful 
Miami-Carey Ventilating Fans in rooms 
that present particularly difficult venti- 
lating problems. Kitchens, bathrooms, 
laundries, playrooms can be as fresh as 
all outdoors with Miami-Carey Fans... 
a size, finish and style for every need . . . 
and they are priced for every building 
budget. 


Any home can be more attractive and 
pleasant with Miami-Carey Coverange 
Hoods and Ventilating Fans. Write 
Dept. 199 for new Bulletin 6449 or con- 
sult your Carey representative. 
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PLASTIC GARAGE DOOR DISPLAY at Klipstine Lumber & Sup- 
ply Co., Sidney, Ohio. 


IT’S SELLING 


Builders Buy Plastic Garage Doors 


One of the newest building products of the year is 
getting warm reception from builders, according to re- 
ports from dealers given to A.L. reporters. 

“We've sold more than 20 of the new Filuma 
translucent plastic garage doors to contractors in the last 
three weeks,” says Norbert Pointer, manager of Klip- 
stine Lumber & Supply Co., Sidney, Ohio. 

A similar sales story was given by Arthur Huffer, sales- 


is 


PLASTIC GARAGE DOOR DISPLAY at Middletown (Md.) Lum- 


ber Co. 
~ 


man for Middletown (Md.) Lumber & Supply Co. “We’ve 
sold four of the new plastic garage doors during the first 
two weeks of display,” Huffer reported. 

To announce the door and explain its merits, Klipstine 
sent a letter to his complete mailing list of contractors. 
“Then we erected a sample display near the front of our 
warehouse alley, where contractors can try it as they enter 
the yard,” said Klipstine. 

“Some colorful signs attached to the center panel of 
the door do the selling job when a salesman is not around,” 
he added. 

Cost of the new plastic door is about the same as any 
quality door with hardware assembled. 
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If siding 
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then 


is your source for a 
complete line of 
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siding products. 
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ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 
roof construction. Extruded aluminum 
alloy. 5 sizes from 3/8" to 13/16”. Send 
for Plyclip brochure. 


Developed and tested 
by Plywood Research 
Foundation. 














STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 
actin shear for greatest strength. 
No toe nailing! No splitting! 


3 styles—/8 gauge galvanized steel pens “ee 


“WE'RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
“SCOTCH BRAND MASKING TAPE WITH EVERY Paint SALE!" MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—OR SEE IT IN SWEETS 


ee et ee ee CLEVELAND STEEL SPECIALTY CO., INC. 


PMiienesora finine ano ]fanuracrurine company 
ESTABLISHED. 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 


«++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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« BETTER PRODUCTS FOR BUILDING SINCE 18/3 
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STYLETEX With special polymer plastic finish 
newest and most colorful siding for quality homes 


Most recent of Carey innovations for quality homebuilding is 
STYLETEX, one of the family of Carey Asbestos-Cement Products 
which have been proved in every kind of service over the last three 
decades. As a sonal of the growing bold color trends in housing Carey 
developed this wholly new asbestos-cement siding with color styling 
and color coordination by Howard Ketcham, leading American color 
consultant, of Howard Ketcham, Inc., New York. 

STYLETEX panels are made from selected asbestos fibre, combined 
with Portland cement, and have special polymer plastic finish which 
protects the surface and preserves the colors so important in good 
exterior decoration. 

STYLETEX panels are 12” high x 24” wide with random vertical | 
striations which create attractive highlights and shadows. The siding 

is completely resistant to fire, to corrosion, and to destruction by 
fungi or termites. It is furnished in 7 colors and white which blend | 
harmoniously with each other, and with all materials commonly used 

in exterior construction. tt 
Carey STYLETEX is described in a new publication, Form No. 6421. 
Write for a copy or consult your Carey Representative for full details. Im 
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How’s Business ? 





Lumber Dealer Sales Pulse 


Marketing Regions (see mop page 73) 


Zone 1 Zone 2 Zone 3 
Nerth Middle South 
Atlantic Atlantic Atlantic 
Sales: Oct. ‘59 vs. 
t. °58 Some + 5% —20% 
10 months ‘59 vs. 
10 menths ‘58 +15% +10% —20% 
Accounts reesivable: 
Oct. 31, ‘59 
vs. Oct. 31, "58 Some Same —18% 
inventory: Oct. 31, "59 
vs. Oct. 31, "58 Same —12% —20% 
Next quarter's sales 
estimate Same —20% Same 
October weather Good Rain Rain 


Plywood Production continues to lead new orders and 
shipments, according to the Plywood Quarterly Statistical 
Report of the Douglas Fir Plywood Association. The report 
covers nine full months of 1959. Production for the period 
was 40 million square feet ahead of new orders, and was 252 
million square feet ahead of shipments. The DFPA no longer 
publishes weekly production-new orders-shipments statistics 
on the ground that revealing the weekly excess of production 
contributes to market softness. 


Markets for plywood continue to increase, the DFPA 
quarterly figures show. The entire 138-plant industry has 
annual production capacity of 5.9 billion square feet cur- 
rently. During the nine months of 1959, actual production 
has climbed 28.1%, to 5.7 billion feet. During the same 
period new orders have climbed 21.8% and shipments have 
risen 26%. For the first nine months this year, new orders 
amounted to 5.6 billion square feet, while shipments totalled 
5.5 billion feet. Sanded fir plywood during the period ac- 
counted for three feet out of every five produced, ordered 
and shipped. 


Impact of the steel strike on home building is seen current- 
ly by some observers. The fact is, however, that new home 
starts are holding up well, tapering off no more than would 
be expected from seasonal factors. Actually, the major im- 
pact, if any, won't be felt until next spring. Recent business 
history shows that home building held up well in volume 
during the three post-war recessions as have retail sales in 


Zene 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
East North Eas? South West North West South Mountoin Pacific 
Central Central Central Central 
+10% +25% Same Same + 3% Same 
+ 2% +10% +25% +15% +0% +10% 
Same +10% +10% +10% +10% + 5% 
— 3% +10% +10% +10% + 5% — 2% 
Same Good + 5% +10% Good Same 
Good Good Good Good Good Good 


all categories. Obviously a major depression would alter 
this picture, but that is expected by no one as a result of 
the steel controversy. Even the threat of an impending rail- 
road strike does not seem to hold many dangers for the 1960 
outlook in home building, and little reason is seen currently 
to revise the estimates for next year’s building products sales 
opportunities set forth in the Oct. 26th issue of American 
Lumberman. 

Mortgage money availability in coming months appears 
to be tightening up a bit after the mid-September-mid- 
October loosening trend. There’s very little, if any, new VA- 
insured mortgage money now and little chance of any in 
coming months as long as VA interest rates are frozen. 
Basic investments available to mortgage lenders are yielding 
4% %-4% % interest in mid-November; this puts an accept- 
able home mortgage rate at about 6%-6'2 %, according to 
usual methods of estimating. This means that even conven- 
tional mortgages are being made in some areas only after 
one or two points of discount has been charged. The outlook 
is for a bit more of the same into the spring. 

Will this harm home building? Probably not, as long as 
incomes remain at present levels, and as long as personal 
savings continue to rise. 

Dealers’ sales during the past 30 days have been about the 
same as a year ago and the outlook for the coming quarter 
is good. Inventories do not seem unduly low, considering the 
downward trend in lumber prices. 





Millions 
2.0 





NEW PERMANENT NONFARM DWELLING 
UNITS STARTED (privately owned) * 


1.5 = 
1.0 ig oe Me 
5k wd 


* Seasonally adjusted, 
at annual rotes 
Wess eeeeeueeenneeenel 


1958 1959 














i@) pep lisiis Seeeeeeene 


1956 1957 





72 


Billion Dollars 
400 





PERSONAL INCOME y 
(seasonally adjusted, at annual rates) \ 


350 F ya CT cmaaie aul 
en 


300 F- 


a y A catia * 
250 \ Lee 


200 pore bitirr tipi rr tise ti 


y 1956 1957 1958 1959 
Date for June, July, and August include retroactive salary payments to Federal 




















Source: U.S. Department of Commerce. 


November 23, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








what's tte PRICEP 





Relatively stable prices were reported from coast to coast dur- 
isg the past two weeks by leading dealers. Even on items which 
have been dropping steadily at the mill level, the prices have been 
quite firm with little evidence of downward pressure, dealers told 
American Lumberman. 

Some dealers regularly appear to be able to get higher prices 
for standard items than the “going market”, the dealer reports 
reveal. For example, along the eastern seaboard a price spread 
on 42” CD Int. fir plywood was reported, running from $145 to 
$220; both dealers are in middle Atlantic states areas, where com- 
petition is keen. A spread from $119 to $160 for %” AD Int. fir 
plywood was noted in Zone 6. 

Highlights of the retail price situation during the past two weeks 
show declines in siding items in Zone 4, along with a few building 
materials, some strength in plywood prices in Zone 5, some stiffen- 
ing in Douglas fir prices in Zone 7 and a rise in western pine 
prices in Zone 9. 

















Current Retail Price Levels 


{American Lumberman's opinion of retail prices to typical one-house contractors, based on current reports received from leading dealers.) 











Zone 6 Zone 7 Zene 8 Zene % 
—— a. “ee gee sen,  Werttiotth West Seu Moumtein Vedi 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 
Douglas fir: 
Seamaster Std. & Btr. green R/L 2x4 $150 $145 $145 $143 $145 oies oe 150 S20 
Std. & Bir. dry R/L 2x4 $150 $145 $155 $150 $145 $150 jor A 3140 3116 
Std. & Btr. green R/L 2x10 $150 $145 $155 $143 $150 $145 3 : 3150 
Std. & Btr. dry 2x10 R/L $150 $145 $160 $150 $160 $150 94 He $113 
Boards: Std. & Btr. green R/L 1x6 and 1x8 $110 $130 $145 — _— $140 . 
West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $135 $145 $140 $142 $145 $145 eS Hea — 
Std. & Btr. dry R/L 2x10 $135 $145 $145 $145 $160 $145 os th —_— 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 $110 $150 $133 $150 $145 $140 $ — 
Western Pines: 
aa vhplay etpensieg one ed — $240 —— $200 $180 $190 $185 $190 $200 
’ 5 R/L 1x8 $4$ 
Waite siialeuntties ‘i — $185 $150 $170 $135 $135 $145 $130 $155 
; : R/L 1x8 $4$ 
Nniplop. 20> Basie: ~ aamne $160 a $122 $130 $115 $125 $110 $ 95 
Southern Pine: 
imension: No. 2 & Btr. R/L 2x4 — $115 $ 90 $125 $110 $130 $125 os — 
peer Figs Ne. 2 & Btr. Pal Py | 2x10 —_— $117.50 $107 teens $112 $145 $140 — — 
Boards: “ . 1 $s 
” NS i mer Fi Ag oo = $295 $130 $115 $135 $110 $130 $130 $130 —— 
ee 2x24 $275 $287 $265 $280 $245 $280 $330 $300 
eck 25/3 ” — 
Sten oak oe/araan” $265 $275 $250 $275 $215 $250 $240 $320 $280 
Interior Softwood Paneling: 
ponderosa 240 $250 $235 $230 $220 $190 $200 $190 $195 
Ne. 3 ponderosa aw S55 $240 $220 $220 $200 $175 $180 $165 $145 
Wood Siding: 
m — $285 $280 $285 $250 $270 $300 $265 $250 
Cte td ue Boe” — $275 — $265 — $250 $290 $265 $230 
Wood shingles: i 
oo ppt ote $ 19 $ 20 $ 21 $ 20 $ 17 $ 16 $ 18 $19 $ 17 
YWOoOob: 
ap Fir, Ys” DFPA-AD interior glue $135 $130 $130 $135 $135 $130 $130 $130 py 
Fir, /4” DFPA-AD exterior glue $150 $145 $140 $155 $140 $135 $145 3180 ae 
Fir, %” DFPA-CD sheathing interior glue $130 $130 $130 $140 $130 $135 $145 $125 $110 
Fir, Y¥2” DFPA-CD sheathing interior glue $145 $155 $160 $165 $165 $165 $165 $1 bed 
1 id 2 
Birch, Va" A2 450 
Philippine mahogany, V4” rotary cut $190 $220 $220 $195 $200 $230 $200 $220 $190 
MILLWORK: tad 
1. fl 
rwiunnes 9 $ 9 9.50 $ 8.25 ; 210 $ 2-50 ; 10 $ 2 ; . : : 
Birch flush door 1%4”-2-6x6-8 $ 12 $ 11.50 11.5 
Double hung “uae i: $ 21 $ 21 $ 22 $ 23 $ 19 $ 22.70 $ 22 2 $ 23 
2-4x4-6, glazed, weather- 
stripped and balanced 
BUILDING MATERIALS: 
Outsi SF $F a $ 6.50 $ 6.50 $ 6.50 $ 7 Ss ee 
Se Seen seen, Sve gute $15 $13.50 $13.50 $14 $ 14.25 $17 $16 $18 $15 
Mineral wool insulation, full thick batt $ 74 $ 80 $ 73 $ 80 $ 67 $ 80 $ 77 $ 85 $ $0 
Wood fiber blanket, std thick $ 60 $ 65 $ 75 $ 65 $ 58 $ 65 $ 65 $ 70 $ 
Ceiling tile 12”x12” $135 $140 $135 $145 $140 $145 $150 $155 $140 
Aceustical ceiling tile 12x12” $180 $185 $185 $185 $190 $185 $190 $200 $180 
1” insulating building board $ 85 $ 90 $ 85 $ 85 $ 87.50 $ 85 $ 90 $ 92 $ 90 
25/32” insulating sheathing $135 $130 $140 $135 $135 $145 $140 $151 $140 
” gypsum wa $ 55 $ 55 $ 57 $ 55 $ 60 $ 61 $ 58 $ 60 $ 55 
V4" tempered hardboard $185 $205 $195 $200 $200 $200 $200 $210 $195 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 








Develops a Vertical Aluminum 
Siding Panel 


The addition of a new vertical panel 
to the Rexalum aluminum siding line is 
announced. Contemporary V-Groove styl- 
ing is said to make the Rexalum Ver- 
tical panel ideal for use with modern 
residential designs. Both the Vertical and 
regular Horizontal Rexalum panels fea- 
ture a contour-face design. Their grace- 
fully curved, wall-hugging shape elimi- 
nates noise and provides a deeper shadow 
line, maker says. The new panel also is 
available in Rexalum’s Imperial grade 
with exclusive fiberglass back. 

Rexalum Vertical panel is especially 
designed for use above brick veneer, at 
gables and entranceways among other 
uses. It is available in several new colors, 
including dark green, cactus green, choc- 
olate brown, redwood, charcoal and 
white, plus five standard colors on spe- 
cial order. 

Market data. Suggested retail price of 
Rexalum Vertical is $75 per square in- 
stalled; the retail markup on cost is 
25% -30%. Available now from 75 build- 
ing material distributors, it is primarily an 
item for contractor sale. A complete line 
of consumer selling aids is available to 
dealers. Consolidated General Products, 
Inc., Dept. AL, 2401 Nicholson, Houston 
8, Texas. 

Circle No. 225 on Handy Cover Card 


Siding Installs Easily with 
Simple Tools 


Wepco Aluminum Siding with baked- 
on enamel finish is available in six col- 
ors, including cloud white, sea gull gray, 
mist green, sunrise yellow, coral pink 
and sand beige. The siding is available 
with or without laminated insulated 
backer-board, FHA approved, and can 
be purchased on a Title I loan, says 
maker. 

Construction is of. heavy-gauge alod- 
ized aluminum and it also features a spe- 
cial interlock for tight, rattle-proof in- 
stallation. 

Market data. Suggested retail price of 
Wepco Aluminum Siding is $48.80 per 
square with laminated backer-board; re- 
tail markup on cost is 3343%. Avail- 
able now from building material or mill- 
work distributors, the siding is com- 
pletely cartoned. It is an ideal item for 
sale to both contractors and do-it-your- 
selfers, who may install it with simple 
tools, says maker. A complete line of 








siding accessories and installation sup- 
lies also is available. Dealer sales aids 
include streamers, displays, ad mats, en- 
velope stuffers and a program of coop- 
erative advertising. Weather-Proof Co., 
Dept. AL, Litchfield, Ill. 

Circle No. 226 on Handy Cover Card 
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Coffee | 


Occasional 
\ Tables 





Do-it-Yourself Furniture Legs 


Emco’s new tapered hardwood legs 
for desks, coffee tables and occasional 
tables are ideal items for sale to the do- 
it-yourselfer. Ranging in size from 4” 
to 28” long, they are boxed in a set of 
four along with wood screws. 

The wooden legs are a new addition 
to the maker’s complete line of other 
metal and wood furniture legs, shelf di- 
viders and base brackets. Emco offers 
more than 50 numbers with beautiful 
styling in satin black, satin brass and 
natural wood. 

Market data. Suggested retail price of 
Emco’s new tapered hardwood furniture 
legs ranges from $3.12 per set of four 
up to $6.33 per set of four, including 
dual purpose plates, brass ferrules and 
glide assemblies and wood screws. Of- 
fering a dealer discount of 40%-25% 
for 36 sets or more, the legs are avail- 
able direct from maker. Minimum dol- 
lar investment for a dealer is $50.40. 

A dealer also may order less than 36 
sets at a lower discount. A new visual 
pack will be available Dec. 1. Dealer 
sales aids include a three-color counter 
display and brochures. Free catalog sheets 
and discount schedules may be obtained 
by writing to Emco Specialties, Dept. 
AL, 300 New York Ave., Des Moines 13, 
Iowa. 

Circle No. 227 on Handy Cover Card 








Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 


74 


Interlocking Design for Metal 
Lumber Cuts Building Costs 


New Interlocking Metal Lumber makes 
it possible for three unskilled men with 
just a hammer and a screwdriver to erect 
an all-metal 14’x20’ garage or building 
in one day, maker states. The patented 
roofing-siding panel and stud interlock 
to create an unusually strong weather- 
proof structure. 

The units can be erected as either 
demountable or permanent installations 
and are available in a choice of three 
metals: aluminum, aluminized steel or 
galvanized steel. A choice of baked-on 
enamel finishes and a choice of several 
size buildings are available. 

The siding panel, called Metal Lumber, 
along with the other components, closely 
resembles wood or siding and can be 
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adapted to match most homes in appear- 
ance, maker says. Too, the roofing and 
siding panels can be installed over exist- 
ing buildings and may be purchased sep- 
arately. Es 
Market data. A garage or building con- 
structed of Interlocking Metal Lumber re- 
tails for about 20% less than compara- 
ble models of other materials, maker 
claims. Units are shipped as a complete 
package, including all necessary studs, 
framing, siding, roofing, windows, trim, 
doors and hardware. With proper care 
and installation, the manufacturer offers 
a lifetime guarantee against leaking and 
weather damage. Dealer sales aids include 
ad mats, displays and direct mail pieces. 
Cooperative advertising allowances also 
are available. Allegheny Building Units, 
Inc., Dept. AL, 400 Morris Ave., Long 


Branch, N. J. 
Circle No. 228 on Handy Cover Card 























PROTECT 
YOUR 
BUILDING 
INVESTMENT 


Plywood Grade Stamp 
of Dependable Quality 















~ TESS 


ACCORDANCE , 









TECO is the plywood grade stamp of 
dependable quality backed by the Timber 
Engineering Company of Washington, 
D.C. They are a highly respected engineer- 
ing and research group known in the forest 

products field for more than a quarter of a 
century. This independent FHA-accredited test- 
ing agency place their own technician in each 


One of your best sources of TECO TESTED participating plant. TECO knows there is more 
than meets the eye in every sheet of plywood. 








°o R 
“MERCIAL st ano’ 


Plywood is: 
They check and test on a continuing basis the 
WILLAMETTE VALLEY LUMBER COMPANY core material, the kind and type of glue, patch- 
WILLAMETTE NATIONAL LUMBER COMPANY ing, in fact the whole operation from log to fin- 
Dallas, Oregon, Phone MAyfair 3-2351, TWX 80-U ished product. This is the reason TECO is your 


best guarantee of a dependable supply of supe- 
rior plywood. 
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HOT ITEM tor 
COCO La 


PROFITS’ 
ARROW’S 


Packaged 


PAT '©-CARPORT 
~~ 





SO EASY TO SELL!—<can be Free-Standing or Attached 


Pipe or Ornamental Column Supported e Open or 


Closed Sides e Selection of Decorative Accessories e 
Packaged Screens for All Sizes 


© LOWEST DEALER PRICES .. . start at only $57.30 


NINE SIZES—8’ x 12’ to 10’ x 20’ 
THREE COLOR COMBINATIONS 


A “Do-it-Yourself"’ natural, simple to install with illustrated instruc- 
tions in each package. 

Arrow structural engineers designed this package for strength as well 
as beauty. It will withstand year ‘round weather abuse with loading 
factor of 30 Ibs. sq. ft. 

All components finished with baked-on ‘Pressurecoat”, 
exclusive, guaranteed against chipping, peeling. 


an ARROW 


Legs and roof understructure of heavy gauge steel. 

Aluminum Roof Pans are fluted for extra strength and beauty, formed 
with interlocking edges for quick ‘‘snap-together" assembly, guaran- 
teed leakproof. 


BIGGEST PROMOTIONAL PROGRAM 
Newspaper Mats ® Colorful Brochures @ Large Glossy 


Photos ® Colored Window Streamers @ Counter Displays 
® Scale Model Displays © Outdoor Displays 


Get started NOW ... It’s CARPORT Time! 


NO INVENTORY NEEDED—Sell 'Em, then Buy ‘Em! 


WAREHOUSED LOCALLY for RUSH DELIVERY 


Arrow Metal Products Corp. AR-209 
Haskell, N.J.—College Park, Ga.—Box 55348 Uptown, Indianapolis, Ind. | 
(] Rush complete FREE Portfolio on Packaged Carport 

[] I'd also like information on Packaged Aluminum Awnings 


Name 
Company 
Address 
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SECOND-HAND TRUCK, repainted and equipped with tools, is 
rolling headquarters for dealer's building repair service. In- 
terior has enough space to carry necessary materials. 


Special Trucks Bring In 
Home Repair Business 


FAIRBORN, Oxnt0o—To handle their home repair busi- 
ness most efficiently, the Fairborn Lumber Co. outfitted 
a truck body similar to what milkmen use with a full line 
of building tools and invested $60 in lettering and a paint 
job. 
The firm’s building repair department, according to 
manager Ben Grimes, has all the work it can easily 
handle with jobs for homeowners and managers of rental 
property. Insurance adjusters also swing a lot of work to 
Fairborn Lumber. 

In addition, comments manager Grimes, “We handle 
jobs our carpenter-customers don’t have time to do.” 
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NE OSMOSE WOOD PRESERVATIVE MACHINE 
Requires only 9’ x 55’ space 
Shipped as one unit 


DEVELOPED BY 
THE WIZARDRY OF Oz RESEARCH 





If you can spare a few square feet of space in your yard, here’s the 
answer to real profits in the fast growing Wood Preservative Field. 
The “Wizard”, developed by Osmose research, is a complete plant in 
one machine... retort, storage-mixing tank, boiler, pumps, controls 
and piping-valve system—all on one common frame. With water and 
electricity handy, installation may be made in less than 3 hours. Retort 
48” diameter, with quick opening door—maximum charge 5000 bd. ft. 
of dressed lumber. Desirable franchised areas available (except in 
Southeast) to qualified lumber dealers for the exclusive Osmose process 
... backed by 25 year warranty. Write for complete details. 


OSMOSE WOOD PRESERVING CO., of AMERICA, Inc. 
985 Ellicott Street e Buffalo 9, New York 
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FULL -SURFACE 
HINGES 


“He must have 
run a Classified ad in 
AMERICAN LUMBERMAN!” 


Whether you're looking for a new job... 

a new man to fill an old job. . . want to 

buy or sell equipment, lumber, a business 

—you'll get results by using the classified 

pages of AMERICAN LUMBERMAN! mein, 
ican mberman 

Gencieen 5h S$. PARKER HARDWARE MFG. CORP. 


N . © CHICAGO 3, ILLINO! P ° 
> ew — Quality Hardware Since 1900 


)7 LUDLOW STREET © Phone WAlker 5-6300 © NEW YORK 2,N. Y 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 








SALES PROMOTION 
MERCHANDISING MAN 


Needed by building materials manufacturer 
who sells to lumber and building supply 
dealers in Northeast. Involves develop ] 
and carrying through promotion programs o 
building products. Write experience, etc. to 
Box K-21 American Lumberman and Build- 
ing Products Merchandiser. 





Building Material Sales 

The Ingulite division of the Minnesota and 
Ontario Paper ne offers rewarding 
sales career opportuni for young men 
( 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
a men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement. 
New men are paid on salary d 
training period and upon territory assign- 
— 4 compensated on a salary plus bonus 
asis. 


addition, these Daag» ye offer ex- 
employee benefits 


cep’ paid for by the 
company. Car furnished. 

Write m Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bldg., Mpls. 2, Minn. 





Ass’t. Manager, owner preparing to retire. 
Good chance for right man in unworked 
Penna. Dutch area. Set up package sales. 
Address Box K-43 American Lumberman & 
Building Products Merchandiser. 





Wanted: Experienced millwork super- 
visor. Must be capable of taking over 
complete supervision of millwork 
shop, prehung doors, glazing of sash, 


assembling of units, ete. The right 


deal for the right man. NATIONAL 


LUMBER, INC., 381 State Street, 


North Haven, Connecticut. 





HELP WANTED 





BUSINESS FOR SALE 














SALES AND PROMOTION MANAGER 


For retail-wholesale lumberyard, capable of 
developing product lines, obtaining fran- 
chises, selling retailers and contractors, su- 
pervising our retail sales. Give experience 
and achievement in confidence. Address Box 
K-48 American Lumberman & Building 
Products Merchandiser. 


= 





Long established Chicago lumber wholesale 
distribution yard uires man to handle 
phone sales. Will train. Prefer lumber ex- 
perience. Profit sharing, bonus and advance- 
ment for right energetic person. Address 
Box K-47 American Lumberman & Building 
Products Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











MANUFACTURERS’ REPRESENTATIVE 
To call on retail lumber dealers with unique 
merchandising facility. Field tested seven 
ears. No Competition. Exclusive territory. 
Repeat orders. Liberal commission. Address 
Box K-41 American Lumberman & Building 
Products Merchandiser. 





WANTED—MANUFACTURER'- REP- 
RESENTATIVE—to sell complete line 
of ornamental iron and alwainum 
railing and columns. A Do-It-Your- 
self item—a volume product with fast 
turn-over. Liberal Commission. Sold 
E. O. M. State area in which you 
sell when writing for details. ELITE 
FABRICATORS, BEL AIR, MARY- 


LAND. 





SITUATIONS WANTED 











Manager wholesale lumber department with 
nine years lumber sales. Desires position 
with aggressive wholesale lumber concern 
or company where mill contacts will be an 
asset. Address Box K-45 American Lumber- 
man & Building Products Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 











Representative Position Wanted 
Want new approach to large territory? I 
have 15 years owner, manager of lumber 
yard; 5 years as general contractor. Have 
good plane and commercial license, 39 years 
old, four children, presently located central 
Utah. Would relocate if deal is suitable. 
Manufacturers direct deal preferred. Address 
Box K-49 American Lumberman & Building 
Products Merchandiser. 





BUSINESS WANTED 











Experienced General Manager will purchase 
ard in sizable town on ong term basis. 
xcellent references and performance re- 


cord, college graduate, will invest to $30,000. 
Address Box J-60 American Lumberman & 
Building Products Merchandiser. 





MACHINERY FOR SALE 











12” x 8” Hall & Brown 4-side moulder com- 
lete with hoods, motor and starter. $800 
.O.B. Chicago. Hill-Behan Lumber Com- 

pany, 5601 Elston Avenue, Chicago, Illinois. 


Lumber yard available on land contract $17,- 
500, for pony. 10% down, up to 15 years 
to pay. Require cash for equipment, inven- 
tory. Located Central Wisconsin. Address 
Box K-46 American Lumberman & Building 
Products Merchandiser. 





Lumber yard in Milwaukee, Wis. New build- 
ings for offices, showroom, shop, and ware- 
house, with clean inventory. Priced right as 
owner is leaving state. Address Box K-42 
American Lumberman & Building Products 
Merchandiser. 





Lumber, Bldg.. Materials, and Fuel business 
in small town in Eastern Penna. Modern 
store, yard, and equipment. Room for ex- 
pansion. Excellent opportunity for an hon- 
est, aggressive man. ent owner retiring, 
financing can be arranged. ddress Box 
K-44 American Lumberman & Building 
Products Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
TY CO 


MINNESOTA SPECIAL’ 
119 North Fourth Street 
Minneapolis 1, Minn. 





DANGER FLAGS 
Write for free sample of the PERFECT 
LOW-COST DANGE FLAG. Only 216+ 
each. Martingale Paper gp ee a 031 N. 
29th Street, Philadelphia 21, Penna. 





ADVERTISER'S INDEX 





Acme Steel Co. 
Allegheny Building Units, Inc. 
Allied Chemical Corp., 

Barrett Division 
Andersen Corporation 
a fe: Se eae 16-17 
Arrow Metal Products Corp. 
Barrett Division, 

Allied Chemical Corp. 
Berry Door Corp. 
Bunyan Lbr. Co., Paul 79 
Carey Mfg. Co., The Philip 66-67, 68-69, 70-71 
Clarke Floor Machine Co. 81 
Cleveland Steel Specialty Co., Inc. 
Crestline Co., The 
Dexter Lock Division, 

Dexter Industries, Inc. 
Evergreen Suppl 
Exchange Sawmills Sales Co. ........... 64 
Farley & Loetscher Mfg. Co. ............ 
Flintkote Co., The 
Formica Corporation, 

Sub. of Cyanamid 
Georgia-Pacific 
Goodman Lbr. Div., 

Calumet & Hecla, Inc. 

Hager & Sons Hinge Mfg. Co., C. ....... 
Industrial Marine Corp. 
Insulite Div., 

Minnesota & Ontario Paper Co. ..... 36-37 
Kaiser Aluminum & Chemical Sales, Inc.44-45 
Kentile, Inc. 82 
Lufkin Rule Co., The . 
Macklanburg-Duncan Co. 

Marlite Div. of Masonite Corp. 
Masonite Corporation ... ‘ 
Mauk Lbr. Co., The C. A. 
Mauk Seattle Lbr. Co. 
Minnesota Mining and Mfg. Co. 
National Lock Co., 

Medalist Hardware Div. 

Osmose Wood Preserving Co. of Ame 


Plasticles Corp. 

uaker State Metals Co. 

set Fastening System, 

Div. of Olin-Mathieson Corp. 
Ridge Tool Co., The 
Safe Padlock & Hardware Co. ... 
Southwest Lumber Mills, Inc. 
Standard Tile Co., Inc. 
Teco-Plywood Group 
Tennessee Stove Works 
RON TA DS. s cance an o40's00 
U. S. Plywood Corp. 
Weiser Company 
Wells Lbr. Co., J. W. 
Wisconsin-Michigan Group 
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MANAGEMENT WORKSHOP-IN-PRINT 


Beware of These Insidious 


Enemies of Progress 





Dun and Bradstreet gives the odds at 10 to 1 that the 
average retail business cannot keep going and growing for 
the next ten years. 

Why? 

The answer is in the failure of the majority of retailers to 
take the steps necessary to create a sustained satisfactory net 
profit. 

Just as destructive viruses are a part of the very air we 
breathe, certain mental “microbes” that tear down man- 
agements ability to think and act constructively are ever 
with us. 

Let us identify a few of them, We might call them— 


ALIBIS FOR FAILURE TO GROW “I'll cross that bridge when I come to it.” 
If you find one of these alibis subconsciously coming to “Let George do it.” 
your lips, banish the thought before giving it expression. “My manager won't give me a chance.” 
Here are 23 destroyers of creative thought— “I’m not the type to do a thing like that.” 
“IT haven’t got time.” 
“I tried it once. It won’t work!” oO ae an ae 
“My dad’s methods worked. Why change?” 
“Don’t burden me with facts. My mind is made up.” 
“My market (trade, people, community, company) is The very subtlety and plausibility of these alibis make 
different.” them so insidious and dangerous. 
“Better leave well enough alone.” It is said that “A man is as lazy as he dare to be.” 
“It costs too much to try.” Don’t permit these epitaphs to be engraved on the tomb- 
“My boss (workers—directors—or contractors) won't stones of tomorrow’s profits in your company. 
buy that.” AAH 
“IT can’t find the money.” 
“My employes are not competent enough.” 
“We'll get around to that later.” Pertinent quote: Indecision is debilitating; it feeds 
“We're too busy now. upon itself; it is, one might almost say, habit forming. 
“We must crawl before we walk and walk before we Not only that, but it is contagious; it transmits itself 
7 . m to others . . . Business is dependent upon action. It 
“I'm not managing half as well as I know how now! cannot go forward by hesitation. Those in executive 
“My company’s policies are wrong. positions must fortify themselves with facts and ac- 
“The grass is greener elsewhere. cept responsibility for decisions based upon them. 
I am perfectly satisfied. 2 > Often greater risk is involved in postponement than 
“Competition is too tough for me. in making a wrong decision. 
“My contractors (architects—realtors) won’t cooperate —Harry A. Hopf 
with me.” 




















PONDEROSA PINE — SUGAR PINE 


Trade Mark WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


rece PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 
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It’s all right for a girl to be out of money as long as she 


isn’t flat b 
* ° * 


Try this one on junior. 
“What weighs one thousand pounds and flies?” 
“I give up. What?” 
“Two five hundred pound canaries.” 
* * ~ 


Just heard about two guys at a local bar and one of them 
finally said, “Well, I’ve got to go home an explain to my wife.” 

“Explain?” queried the friend. “Explain what?” 

“How should I know ’til I get home?” replied the first. 


* . *. 


Some scientists believe the H bomb will seriously affect 
future generations, if any. 

* * * 

Our ancestors were pretty smart monkeys. They secured 
safety by going up in the trees. 

Being a smarter species we brought trees down to earth, 
felled them, trimmed them, milled them and wrapped them 
snugly and smugly about us to make a house. 

That was just plain brilliant of us and we continued. We 
culled our lumber products, carefully graded and classified 
every board foot. The result, a perfect building product. 

This thanksgiving we can indeed be thankful to be dealing 
in that basic of building—lumber. 


. * « 

Simple Celia says though women are a problem they’re the 

kind of problem men like to wrestle with. 
+ . * 

One mother: “I noticed that your daughter didn’t get home 
last night until after one o’clock. My Sally was home by 
eleven.” 

Other mether: “I know—but my daughter walked home!” 

. * ” 

The greatest traffic menaces on the road today are urban, 

suburban and bourbon drivers. 
© o . 

Do You Know What Dep't: 

Do you know what a bartender is? A psychiatrist who works 
in an apron. 

Do you know what virtue is? Insufficient temptation. 

Do you know what? Buy MAUK. 


MAUK Seattle Lumber Co. 
Seattle, Washington 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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NEW WINTER PROFIT 





@ SELL BOAT HULLS AND SUPPLIES 
TO DO-IT-YOURSELF ENTHUSIASTS 


@ FINISH BOATS IN YOUR OWN 
MILL DURING SLACK SEASON 





MOLDED MAGIC HULLS 


You buy hulls only. and the hard work of boat-building is already done 
for you, or your do-it-yourself customer. Inexpensive, easy to sell along 
with necessary boat finishing supplies. Finish up boats yourself, too, 
and get a profitable return on otherwise lost time. Typical model shown 
is made from Molded - “O” Hull, 15’ 4” length. 14’ 4” and 12’ 4” 
hulls also available. All feature famous “UNILAM” construction. 
Lighter, tougher, safer, faster. Cannot warp or leak. Cash in on the 
growing boat market. Write for complete details today! 


DISTRIBUTOR INQUIRIES INVITED 
Some areas still open for stocking distributors. 


INDUSTRIAL 
MARINE CORPORATION {W) 


WARSAW, INDIANA 


IN CANADA. INDUSTRIAL SHIPPING COMPANY LTD., MAHONE BAY, N. S. 
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100 ESTATE HEMLOCK $25 


CANADIAN HEMLOCK 
Graceful and Beautiful. Ideal for Hedges, 
Screening, Backgrounds and Reforesting 


12” te 18” 100 for $25.00 1000 for $200.00 
18” te 24” 100 for $40.00 1000 for $300.00 
F.0.B. SHIPPING POINTS—PACKING FREE 


EVERGREEN SUPPLY 
P. O. Box 34] e ERWIN, TENN. 
SHIPPER SINCE 1925 
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Follow Art Hood’s ‘‘Teamwork’”’ 
Series in Each Issue of A.L. 


You'll learn 
the way to... 





Dealer Sales Control 
See Page 
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NEWI a hot profit builder for 


your rental department 


eh 
| 


Shampoos and vacuums 
upholstery with ease 


Clarke ieeeitinien — the only 
upholstery cleaner that shampoos and vacuums 


Here’s a hot one . . . the rental machine you asked for, the 
only one of its kind on the market, pioneered and developed 
by Clarke to do what no other machine can do— combine 
shampooing and vacuuming into one compact, easy-to-use 
efficient unit. 


The new Clarke Upholstery Shampooer-Vac does a profes- Gives professional result 
sional job, works aerated foam into fabric to get the deep on stair carpeting 
down dirt, then whisks foam and dirt away with its powerful 
vacuum, leaving the fabric clean and sparkling. It’s as simple 
as that — and absolutely safe for household use. 

Just imagine how easily it'll rent. And imagine the profits 
you'll reap — from rental fees, sales of Clarke Upholstery 
Shampoo and all the other items your customers will buy 
or rent. . 





Find out about this hot new rental machine now . . . about 
the, new merchandising aids Clarke offers . . . and the big 
profits that await you. 


Makes automobile interiors 
sparkle, too 


Write for full information today. 
Clarke Upholstery Shampoo | 
increases your profit on |. 
every rental. 2 


Authorized Sales Representatives and Service Branches in Principal 
Cities. In Canada: Clarke Floor Machine Company, (Canada), Ltd., ar e 
21 Ad Rd., T to 18, Ontario. 
ee FLOOR MACHINE COMPANY 
4611 E. Clay Ave., Muskegon, Mich. 
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KIE|N| TILE: 
are just a fast call 


and a short haul away 


4 MORE REASONS WHY YOU PROFIT MORE WITH KENTILE® FLOORS 


: . 1. Complete Tile Line. Not just Vinyl Asbestos and 
you order. Virtually anything Kentile makes, you can count Asphalt Tile, but Cork, Rubber, Solid Vinyl and Kentile 


on having... within 24 hours! Reason? Kentile’s whopping- Crystalite® Vinyl, too. You name it. Kentile’s got it! 


big network of distributor warehouses—one near you. Fast _— 2. Hi-Fi Paper Samples. Accurate 3" x 3" reproductions 
of the Kentile Vinyl Asbestos and Asphalt Tile lines. 


delivery solves any space problem, too. Without using floor space, you're in the tile business! 


8. Top Quality. Finest colors, styles, wearability and sur- 
facing ... all backed by the famous Kentile guarantee! 


4. Advertising. Steady ... and lots of it. Preselling that 
tributor Warehouse. makes your selling easier! 


one line is all it takes to build your flooring business! 











You'll never twiddle your thumbs for any Kentile® Floor 


Your Kentile Resilient Tile Floor Line, you see, can be 


every bit as big and as varied as your local Kentile Dis- 





TITLE) 
FILIOLO[RIS 








PF spigges afer VINYL ASBESTOS 
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58 Second Avenve, Brooklyn 15, N. Y. . 350 Fifth Averve, New York 1, N. Y. ° 3 Penn Center Plaza, Philadelphia 2, Penn. . 55 Public Squore, Cleveland 13, Ohio 
900 Peachtree Street, N. E., Atlanta 9,Go. © 1016 Central Street, Kansas City 5, Mo. © 4532 So. Kolin Avenue, Chicago 32, lil. © 2834 Supply Avenue, Los Angeles 22, Calif. 
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